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THE PRE-APPROACH OR INVESTIGATION 11 

LESSON NUMBER ONE 
THE PRE-APPROACH OR INVESTIGATION 



OF WHAT A PRE-APPROACH CONSISTS 

THE pre-approach is not a part of the sale itself. It 
may be likened to the education a man receives as a 
preparation for his life's work. 

Three things must be considered before any attempt is 
made to caU on a customer. In previous lessons, we have 
instructed you regarding the necessity of getting a positive 
mental attitude toward your hoUfSe, your goods, and your cus- 
tomer. It would be hard to over-estimate the importance of 
your mental attitude in the making of the sale. If you have 
a positive mental attitude toward your house, your goods, and 
your customer, you have a foundation for making sales. 

The supposeoly '^natural born" salesman of the old days 
who achieved success, did so in a large degree, by having a 
positive altitude toward his work, by being determined to 
win, bjr getting out to close sales. 

The influence you have over your customer depends upon 
your mental attitude. If you have a clear imderstanding of 
what you have learned in previous lessons, and add to such 
knowledge a definite way of making a pre-approach, you 
will feel certain of selling a customer before you enter his 
presence. This is not a mere theory, because in the pre- 
approach you learn whether thai customer needs your goods 
and how your goods will be of service to him. 

Then you will be able to go in and sell the customer on 
what you have learned about his personality and the motives 
that you know will bring him to a decision in favor of your 
merchandise. 

It is possible, when a salesman has a positive altitude of 
mind, for him to approach the customer, with the confidence 
and with a knowledge of the customer's needs and the con- 
ditions under which that customer works that insures the 
made-sale. 

If you have this salesmanlike attitude — an attitude oj 
selling each and every customer that needs your goods, whether 
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12 MAKING THE SALE 

he knows he needs them or not — each sale is half made before 
you go into the customer's presence. 

But as a scientific salesman you want to make sales in 
the quickest, easiest, and cheapest manner possible; because 
if you do so you will be able to take a larger number of 
orders each day, to keep from drawing on your reserve of 
energy and health, and to make a larger profit for your 
house. 

Importance of Pra-Approach 

The importance of the pre-approach is this; that a sales- 
man who knows the needs of the customer because he has 
stiuiied the customer at first hand, not only has confidence 
in himself, but also has the exact knowledge that mU 
make it possible for him to rightly appeal to his customer 
and surely make a sale. 

If you have a positive mental attitude you will have the 
courage to sell any customer; and it is much more easy to 
make a sale when you expect to sell than would be the case 
if you were negative or neutral. Expect to sell every 
customer you call on but when you fail to do so, do not 
become discouraged. Go after the next customer with 
renewed energy. 

If you have this positive attitude, plus exact knowledge of 
the customer's needs and the conditions under which he 
works, it is much easier to make a sale — and the sale can 
be made in much less time than would be the case if you 
had to draw all this information from the customer himself, 
at the time of your personal sales-talk and demonstration. 

The purpose of the pre-approach is to get information 
about the customer that you can use at the time of the sale. 
The next question that comes up is. What should I know 
about my prospect and how should I go about getting this 
information. 

Before you start out to work your territory you will be 
able to learn a great deal about the customers in the terri- 
tory you will cover that should be of value to you. The 
credit man may have some of this information on file. You 
might be able to ask the last salesman who called on the 
customers something about them. 

You could probably obtain information from the files of 
your house, if the customers have ever written to the house. 
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As you travel in the field you will meet other salesmen who 
are acquainted with your territory; and, directly or indirect- 
ly, can get much information from them. 

If you meet another salesman who does not handle a line 
of goods similar to yours, from him ^ou can obtain any 
facte you are diplomatic enough to mduce him to give. 
When vou reach the customer's town you can ask his banker 
about him, in case you know who his banker is; or you may 
ask any banker in that town concerning the merchant. 

Then during your deals with other merchants you will 
be able to get information about other customers from them. 
The proprietor of the hotel where you stop, or the hotel 
clerk, will be able to tell you something about your customer 
if it is a small town. If you cannot learn in any other way 
about the merchant's character or disposition, ask the 
baggage-man, or the hack or taxi driver. 

Getting Exact Knowledge in Your Pre-Approach 

The important point for you to consider is that the 
pre-approach is made so you will learn all you can about the 
character and the disposition of the merchant you are trying 
to sell, before you make the approach propjBr. When a 
salesman learns about his customer's disposition, he under- 
stands the man he is trying to sell. Under such circum- 
stances, the salesman will know why this customer should 
buy his goods — ^and will have at his tongue's end, answers 
to any objections that the customer may make. 

He will be sure to investigate about the services he can 
render the customer and will sell him on the humanness of 
his appeal and upon the confidence he has that the cus- 
tomer will be benefited by buying his product. 

The pre-approach or investigation is gone into for two 
reasons: First — That the salesman may sell himself on 
the feasibility of selling a particular customer and on the 
fact that through selling this customer he is rendering him 
a great service. Second — When a salesman makes this 
investigation he finds out the definite reasons why the cus- 
tomer should buy his goods and when these are sufficient 
in number he should have the ability to overcome any ob- 
jection the customer may make during the sales-talk and 
demonstration. 

In addition to the foregoing ways in which a salesman 
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14 MAKING THE SALE 

can learn about the particular customer he desires to sell, 
the salesman will find it profitable to enter the customer's 
store or place of business and look over the conditions 
that surround him. 

For instance, if you were canying a line of canned goods 
you might enter the merchant's store before you attempted 
to get him interested to find out what brand of goods he is 
now selling and how much stock he has of each. You would 
further seek to learn about the quantity he used each season 
or year. 

It would doubtless be valuable for you to get acquaint- 
ed with the clerks in the store and get them favorably 
impressed Mdth your personality and friendly toward you. 
In some cases it will be possible for you to get the clerks 
interested in your goods before the merchant has been 
solicited. 

You will want to know how much goods the merchant 
has of a certain kind and how much business he does, so you 
can talk intelligently with him about the amount of your 
goods he should stock. It might be well to learn what other 
goods he carries, that do not compete with yours so you 
can say something about his good business judgment in 
selecting non-competitive and other good lines. 

What You Can Learn in the Pre-Approach 

The pre-approach will show you how your goods will fit 
the customer's needs and thus you will be able to give him 
satisfactory facts about his own business that will show him 
you are not an ordinary salesman but a Service Salesman 
in the first sense of the word — that it is your purpose to 
render him a service as well as sell him goods. 

The advantage of entering the customer's door and 
getting first hand information about the customer, himself, 
and the conditions under which he works, is that you will 
be able to obtain a practical knowledge of the store's lay- 
out and suggest any facts to him that will not be so per- 
sonal as to oflfend him — that will help him to rearrange his 
goods to better advantage, display them better, so he 
may sell more, trim his windows better, or do any of the 
hundred and one things that you have learned a)^ valuable 
for merchants like himself to do. 

If you are carrying a sample line, which you show in a 
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merchant store, it is going to be an advantage to you if you 
are able to recognize the merchant as soon as you enter to 
make the sale or to know where his desk is located. It is 
also an advantage to know in advance where you can 
show your samples without too greatly inconveniencing 
either the merchant or his customers. 

If you can find a table or counter that is not in general 
use in the back part of the store to display your samples 
on, you will be showing the merchant that you are con- 
siderate of his interests and you will impress him with your 
business-like methods and make it easier to obtain his 
thorough confidence and make the sale. 

There are times, however, when it would be a decided 
advantage to show your goods in the most prominent part 
of the store — ^f or instance, your line might be so attractive 
that you would want the clerks or the customers to look 
it over and comment favorably on it, so you could use their 
statements about your goods as arguments with which to 
sell the merchant. 

Do not attempt to sell goods with shades of color, in the 
back part of a store that is dark and dingy. Show the 
proper respect for your samples as well as consideration 
for the merchant. If you take a line of attractive samples 
into a dark and dusty part of the store, the merchant will 
not think nearly as much of you as he will if you show him 
that you must have a good place to show your goods. 

You will see from this that while you must be very 
considerate of the merchant in showing your goods and 
that the merchant must be satisfied, it is alwa3rs necessary 
to handle the merchant in such a way that he will have full 
respect for you and your goods; because it is his respect 
for the representative of your house that induces respect 
for the house itself. 

Making Notes for Your Approach 

Now that you have carefully looked over the conditions 
that will help you make the sale, the next important 
thing to be considered is an outline of just what facts 
you intend to give the particular merchant to induce him 
to buy from you. You have investigated his need for your 
goods, you know the conditions under which he works. 
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you perhaps have become acquainted with the clerks, 
and you have in all probability seen the merchant himself. 

Inasmuch as you have something definite on which to 
base your sales-talk, you can, from the notes that you have 
jotted down, write out your appeal to the merchant if you 
are selling a big line; or you can line up your points in your 
memory in case you do not feel you have time to write 
them out. You then have something definite to work 
with. You can talk with the merchant about the actual 
conditions he faces in his business. You may be able to 
tactfully suggest improvements that will give him great 
confidence right at the start in yourself and your goods. 

If your knowledge of the merchant is based on a thorough 
investigation and he is the type of man you want to sell, 
and should sell, it is practically certain that you will make 
the sale. You are a leader. You know the facts. You are 
trained in selling. You are capable in reasoning. You 
are able to convince his understanding. You are, in a word, 
about to make a sale because that is the logical resuU of 
your positive mental attitude^ and your investigation^ plus 
your positive abilities. 

Another thing to consider is that it is not always possible 
to make a complete pre-approach. The price of the article 
to be sold, or the time at your disposal, does not always 
warrant the detailed investigation we have outlined. 

However, there is always at least a partial pre-approach 
if it is nothing more than looking for the name of the mer- 
chant's store. For instance, if the name is John Brown, 
you might go in feeling sure that John Brown is running 
his own business. If the name is the Industrial Equip- 
ment Co., you would ask for thje manager of the Industrial 
Equipment Co., if you could not get the name of the 
person himself. 

The pre-approach, then, may dwindle down to a quick 
summary of the conditions under which you are to make 
the sale, at the time of the approach. The salesman 
should always know the name of the customer and the 
correct pronunciation of it. 

Selling Yourself Before Each Sale 

You may find it is not sufficient to sell yourself on the 
value of your goods but once. For a time at least, you 
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should sell yourself every time before you approach a 
customer to sell him. The large number of objections that 
will be made to your goods by customers will have a tend- 
ency to put your mind in a negative state, as to the good 
qualities of your merchandise. 

From this you will see it is not suflBcient that you sell 
yourself but once. You must sell yourself over and over 
again f until you have a reservoir of positive facta about your 
good that is inexhaustible; until you have at least two or 
three answers to every objection a customer can make. 

Constant study of your product will bring new points 
to mind. Jot these points down and use them in outlining 
your sales-talk, along the line we indicate in the next five 
lessons. 

It will require all your ability to keep your mind positive. 
It will require all your memory-power to retain the positive 
facts concerning your goods. It will require all your im- 
agination to generate the enthusiasm so necessary m selling 
a customer. 

Think right thoughts and you will soon be a confident, 
aggressive, optimistic salesman that no customer can with- 
stand. As a matter of fact, no customer will want to turn 
you down if you are a high-grade man, because everybody 
Ukes to add to the success of an already successful man by 
doing business with him. 

The big^st thing in the world is not financial success. 
It is in being a ^'real man'* in every sense of the word. 
Although you may not fully realize the great importance 
of character and personality and education to success, 
you will find in your actual work that, other things being 
equal, the *'real man" earns the biggest income. 

When you think of selling a particular customer you 
should mentally go through the sale, and decide just what 
you intend to say and do during the sales-talk. You should 
decide just how you are going to approach this particular 
customer, in view of what you have learned in the investi- 
gation. You should select the points that will give this 
type of customer the best understanding of your goods. 
You should work out the appeals that you are going to make 
and use only those that mil convince him he needs your 
product. 

You should outline the suggestions and reasons why that 

VoL VII— 2 
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will bring him to the decision. You should give most care- 
ful consideration to what you are going to say, and the 
particular thing or things you can do to close hun on the 
spot. 

The Positive Attitude and Positive Results 

It may seem peculiar to you that we insist you should 
expect to sell every customer you visit. It is necessary 
that you have this attitude of mind. It is not true, however, 
that there will be an exchange of the customer's money 
for your goods in order that the sale be made in the cus- 
tomer's mind. 

You may be selling an article for which the particular 
customer has no use, or which is too expensivefor himatthe 
present time. It would be unreasonable to suppose that 
you would actually sell a bill of goods that would be de- 
livered and paid for, as the result of each sales effort on 
your part. 

It is not unreasonable, however, for you to take a positive, 
aggressive, optimistic attitude toward selling any cus- 
tomer, because it is only through this mental optimism 
that you are able to sell the customer when conditions 
warrant a sale. For example, if the law of average is such 
that you must call on five customers in order to make one 
sale, you do not know in advance which one of the par- 
ticular five will buy. 

In case you have good leads, with some lines, you may 
be able to sell all five. In case you are hunting prospects 
for your goods — such as would particularly be the case in 
specialty work, or in opening up new territory — ^you will 
find it necessary to keep positive with each customer, 
in spite of the fact that four out of five prospects do not buy. 

if you were going aft^ a position and you had a list of 
ten firms, the important thing to you would be to find the 
firm that most needed a man of your ability and training. 
Suppose, for instance, that you would apply to nine of 
these firms with your positive attitude unchanged, and after 
faihng to secure a position from the nine prospective 
employers you would say, ^'Whafs the v>se, I canH get a job J^ 

The tenth firm might be the one that had a good position 
for you. In selling, conditions are much similar; you have 
to make your canvass with each man as though you 
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expected to sell him; for you do not know whether he is 
your sale until after you have conscientiously finished your 
sales-talk and tried to close him. 

Positive Thinking as an Aid in Confidence Creating 

Think you are going to win in every sale. The fact that 
you do not close each sale does not militate against your 
success in your line, as it may only be necessary to close one 
or two sales a day in order that you may earn a good living. 

But you are surely a lazy and inefficient salesman if you 
do not work your line /or all it is worth. A positive attitude 
of mind will keep you from becoming discouraged when 
business is apparently poor; and it will whet your appetite 
for more and still more business, when business i^ good. 

When you think of a prospective customer as being 
willing to listen to what you have to say, your mental attitude 
and the radiation from your personality will be positive; and 
the customer will feel the influence when you go into his 
presence. 

Remember this, however, that this attitude of mind must 
be reached during the pre-approach. It is largely the re- 
sult of your investigation of the conditions that surround 
a customer and the facts that you have been able to learn 
about the customer himself. 

Salesmen, as a class, have to work harder mentally to 
succeed than do many other classes of workers. It is right 
that this should be so. The reason is that salesmen deal 
with ideas, people, and things) while mechanical and inside 
employes deal mainly with things. It is much harder to 
handle men than things. 

You may rightly estimate that the average working man 
uses about 20% of his energy in thinking and the balance in 
working. The salesman, on the other hand, uses 20% 
of his energy in working and the balance in thinking. 
The average worker or mechanic soon becomes accustomed 
to handling his tools and very little creative thinking is 
required to do work in a creditable manner. 

The salesman, in order to do the most creditable work, 
must be educated in salesmanship, progressive, courageous; 
in fact, he must be able to overcome conditions where the 
average man would fail. It is not surprising then, that the 
salesman must have some way to keep himself positive 
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in mind, body and will. In the last book of this Course we 
shall consider these methods in detail. 

Regardless of conditions YOU CAN MAINTAIN A 
PROPER MENTAL ATTITUDE. You can master 
yourself and make sales even on oflf dayB. You can sell every 
customer you make up your mind to sell. It is even a good 
idea to take extra time in selling a hard customer, when 
you have it to spare, to convince yourself that any customer 
can be sold when the salesman wants to make the sale. 

Think success thoughts. If you think of making sales, 
you will make them. You cannot think of making good and 
fail. You must sv4xeed if you think sv^xess. If you believe 
in yourself, others must believe in you. If you believe in 
your own ability, you will prove you have it. You will 
perhaps try new tasks, and increase your power to do and 
to achieve. 

A Scientific Salesman As a Business Statesman 

You can present yourself as forcibly as a statesman, 
if you are earnest. You can so impress the customer 
with your sincerity of purpose that he wUl give heed to what 
vou have to say, and to the goods that so capable a man is 
handling. Sincerity and earnestness make the salesman a 
conqueror of adverse conditions. 

Be emotional, if need be; but act and do and seU. You 
can afford to be patient with your customer. He needs 
your goods. You are an earnest teacher of the value of 
your goods. You will not lose patience with a slow pupil; 
neither will you let the customer get the impression that 
you are oiJy trying to make a quick sale, and a quick get- 
away. 

You are interested in him, and, because of this, you are 
willing to serve him by giving extra time and attention to 
his personal needs and to the advancement of his business. 
You want to add to his profits. You know you can do so, 
and you are in the customer's presence to show him why 
you are sure, and how he can get the benefit of your mer- 
chandise, your personal service, and your progressive 
ideas. 

Develop the feeling that you are the "salesman^oldier'' 
who can take the flag over the trenches of business. 

You are a soldier of business. You can take the flag 
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of enthusiasm over the trenches of doubt in which stand 
the soldiers of objections. As a soldier of business, you are 
out to lay down your life's blood in the battle of business. 

You will use strategy whenever you can. You will use 
honorable methods. You will be heroic in your initiative. 
You will assuage the "doubt-wounds'' of your opponent. 
But, like a soldier, you will all the time be trying to take 
your opponent a prisoner; to prevent him from going con- 
trary to your wishes, to control his mind and purse for 
your benefit as well as his own. 

A salesman just starting out ought to make it a point to 
sell each and every customer he can, even though he has 
to put more time on selling a customer than he believes 
he should. 

How to Develop Belief in Yourself 

It is possible for any salesman to believe in himself so 
strongly that he cannot be conquered in spirit. True, no 
salesman can sell and deliver a bill of goods to every 
ciwtomer; but some salesmen can sell every customer who 
really needs their goods. When a salesman has learned his 
proposition well, and believes in what he has to sell, he has 
sold himself. The time for you to do this is before you 
approach a customer. 

If you get doubtful at any time of the value of your goods, 
you can call back to mind the strong points you have 
learned in your analysis of them, and you can think 
of the reasons why they will be of advantage to the customer 
on whom you are about to call. 

You know you are working for a gqod house. If you 
don't know this, you better determine that you are or 
change positions. You have probably made a number 
of sales under conditions similar to the one you are about 
to make. If a man can sell an article to one customer, 
there is no reason why he cannot sell it to a similar customer 
at a future time. 

It should be easier, in fact, to sell a future customer, 
because the salesman has had experience on which to base 
the future sale. 

It does not matter what the type or temperament of the 
man you are about to see is. If you have ever made one 
single sale in your life and you are willing to work for this 
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one, you can make it; because salesmanship is hard work, 
plus knowledge, plus training, plus confidence in yourself 
(which begets confidence on the part of the customer). 

When you start out in the morning, begin to tell yourself 
of the positive things you know about yourself, your goods, 
end your house. If the preceding day was not all it should 
have been, think over what you did and did not do to get 
results, and if you know the fault was with yourself, you 
must change any part of your sales-talk or demonstration 
that was not effective. If the fault was not with you, you 
have worked out a plan to combat negative conditions 
outside yourself, so they will be overcome anyway. 

It might even be possible that you have had a recent 
^'call-down" from the house or the sales manager. You 
will develop your self-control, to say nothing of making 
your day's work more pleasant, if you forget what was said 
or done that hurt you. 

The real man doesn't let his feelings "stick out all over 
him," to be "bumped" against by every passer-by. A 
good attitude to take toward the world in general — and this 
includes everybody and everything outside of yourself — 
is to overlook everything that wovM tend to irritate you. 

For instance, if a man steps on your toes, either actual 
or in fancy, it is a good idea to feel like asking his pardon. 
You will usually find that the man will respect your 
courteous, broad-minded disposition, and also apologize 
to you. 

Suppose that a customer should hurt your feelings. You 
can say, "JIfr. Brown, you evidently misunderstood me. 
I would like to explain further, so you will see that I did 
not really mean to give you cause for saying what you did.*' 
Such an attitude on the part of the salesman has a dis- 
tinctly positive influence on the customer. Do anything 
that is honorable to get business "even if it hurts." 

Getting the Better of Your Feelings 

Emotions may be considered a positive force in the making 
of a successful salesman. Feelings may be considered as a 
negative force. Feelings are those things that are always 
getting in the way of other people, always becoming dented 
through the jars a salesman receives, and which sometimes 
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make a salesman feel as though he would like to **quif^ 
when things do not go well. 

A salesman has no right to have these negative feelings. 
You ought to be able to overcome negative feelings, to 
control yourself to such an extent that if a customer goes 
so far as to order you out of his store, you will not forget 
that you are a salesman. 

Many a salesman has found that if he conducts himself 
like a real man under such circiunstances, and keeps his 
brain working, while his customer is getting rid of surplus 
energy in language and gestures, it is possible to change a 
customer's attitude toward him with one well put sugges- 
tion or one strong appeal; he then gets an opportunity to 
show his goods to that customer. 

You believe in your goods. If you were a customer and 
the customer the salesman, and he came in with your line 
of goods, you would buy them because of their value, because 
of the reliability of your house, and because the prices are 
rigid. 

Your merchandise has real value and you know it. It 
may even be indispensable. If you feel that if you were a 
merchant you would stock this particular article, it ought 
to be a very simple matter to convince a customer that he 
should do so. 

A sample experiment that you may never have tried 
is the following: Sit down in an arm chair with both 
of your elbows on the arms of the chair. Now think hard 
of your right arm. Think and say to yourself in a most 
emphatic manner: "/ cannot move my arm. I cannot move 
this arm. I cannot raise my arm. It is paralyzed. I 
cannot move if 

Now as a matter of fact you know you can move your 
right arm. But until the positive thought that you can 
move that arm because you have done it before, comes to 
mind, you actually cannot move that arm. Try it. 

Then adapt this same principle in a positive way. Say, 
"I can move my right arm. It is strong." You do not have to 
think of a positive thought to counteract a negative, for 
there is no negative thought. You can move your arm any 
time you want to. 

When you go in to sell a customer and you think, "/ 
can't sell this custom^,'* you don't sell him. You cannot 
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sell him because you have paralyzed your power to do so. 
If you go in thinking you can sell hun', you do sell him; 
simply because your attitude of mind is right. 

If you try to do anything you strengthen your power to 
do. This is the very foundation of the attitude you should 
develop toward a customer. 

Feelings and Their Relation to Knowledge 

How you feel about selling a particular customer de- 
pends in a large degree upon what you know about that 
customer. In the pre-approach you investigate everything 
that will help you sell a particular merchant. Your inves- 
tigation has given you knowledge that you can use. You 
are now aware of the customer's needs. You know whether 
he can use your goods, how he will use them, and how he 
will profit by such use. 

Once you get the idea in mind that you have knowledge, 
you will be confident of winning. Keep learning all you can, 
so you can be and stay efficient. Once you convince your- 
self that your ability, plus the study you have done, entitles 
you to the consideration of others, as well as to a good living, 
you are going to he able to sell goods, to enjoy every call you 
make on a customer; for you will sell goods because you like 
to sell them. 

Holding a Customer's Attention to Your Goods 

The salesman who is earnest has an extra hold on his 
customers. It is hard for a customer not to believe the 
earnest salesman. Earnestness and sincerity command 
belief. 

If you know you are right, and go into a customer's 
store with the determination to convince him written in your 
face, he vill give you attention, and will be convinced 
when you have presented your facts. 

Facts themselves are powerful, but when they are pre- 
sented in a strong, determined manner, they become batter- 
ing rams to overcome a customer's opposition. 

It is important that you feel right. It is even more im- 
portant that you feel right, than it is that the customer 
feels right. You are the positive pole of a magnet, and if 
the customer does not feel rights he will come to feel as you 
do. 
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Just as a magnet can magnetize another piece of metal, 
you can magnetize your customer with positive thoughts 
about yoiir goods. If you do not have a positive nature^ and 
do not feel that you can sell a customer^ the chances are that 
you will not sell him. You have got to put yourself into 
every sale you make. 

It takes good red blood to sell an antagonistic customer. 
When you have made a hard sale, you may feel as though 
you had been "run through a wringer." But you will have 
that elated feeling that comes from having made good on 
your self-promise. 

Stock your mind with ideas. Stock your body with 
health and energy. Stock your soul with positive senti- 
ments and feelings. Improve your salesmanship through 
autoHsuggestion. Think that you are going to sell each 
and every customer you solicit. If you do not sell a par- 
ticular customer, feel as though you will later. Go out 
and sell the next customer. 

You are getting paid for the way you feel. You are 
paid for your salesmanlike personality and good nature. 
You can only have salesmanlike personality and positive 
feelings if you make an attempt to develop those you lack 
and keep those you have. 

Your enthusiasm must be the kind that can wake up a 
lazy customer. Your positive attitude of mind should 
force his attention. This can be done in the most tactful 
manner, without in the least offending the customer; yet 
it is possible for jrou to put fire into your eyes and make 
your voice a clanon call to action. 

Have a will of your own. Make the customer obey 
that will. Remember, however, that making a customer 
obey your will is only possible when you make the customer 
do what he thinks he wants to do, and get him to want 
to do what you WILL for him to do. 

Be' a commander-inHJiief of your forces. Be a bu^ness- 
helper to your customer. Be a salesman4hinker and you will 
he a winner in making sales tiiat stick. 

The Relation of Appearance to Sales 

In connection with your attention to your mental at- 
titude, vou should also give particular attention to your 
physical appearance. You must be dressed properly, 
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so as not to give offense. You must be "well-groomed" but 
being "well-groomed" does not consist in having unusual 
clothes. 

Make good use of what you have, and wear them well. 
Clean linen, brushed clothes, shined shoes, with new 
shoe-laces, breath and teeth in good condition, and erect 
bearing — ^all these things enter into being well-groomed. 

The salesman who prepares himself, as part of his pre^ 
approach, is likely to make a good impression on the cus^ 
tomer when he meets him. The customer is impressed by 
what you are almost as much as by what you say. If he 
thinks what you are "is right," what you say is sure to im- 
press him; while if he thinks of your appearance more than 
of your words f you are not going to be successful with your 
proposition. 

Good taste consists in dressing so that no part of your 
apparel will be more noticeable than any other part. 
You ought to look prosperous. You ought to look like you 
are maMng sales. You should impress the customer that 
you are accustomed to the good things of life. You ought 
to give him the impression that you are living right and 
thinking right and working right. If he gets these impres- 
sions, he will believe what you are telling him. He will have 
confidence in you. 

It is true that some salesmen are able to convey positive 
impressions when the character of the salesman is negative; 
but these salesmen overcome by good grooming their 
deficiencies in personality or character. 

Even a well-dressed "natural-born" salesman can make 
sales and more of them than some poorly dressed scientific 
salesman. Keep this in mind and dress, not because you 
want to take advantage of the customer, but because you 
want to be efficient, and close your sales with the least possi- 
ble friction; which you know will not be the case unless 
you appear to be what you are. 

Along the same line with proper grooming, is the care 
of your samples. If your samples will appeal because 
of their cleanly look, and because you can handle them 
properly, you will more easily make the sale. 

The time to be sure of these things is in the pre-approach, 
before you actually call on the customer. Clothes help to 
make the man. Clothes help the salesman. Samples help 
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the sale. Good samples are positive suggestions toward clos-; 
ing the sale. Keep yourself right, your samples right, your 
setting talk logical, and you can influence the customer 
because you can do so confidently. 

Summary of Pre-Approach Preparation 

Remember^ above all, that a big part of the sale is made 
if your pre-appraoch investigation has been thorough. 
This includies a thorough knowledge of your own product; 
its use and its value to the customer you are about to 
canvass. 

When you have this knowledge, you will have confidence 
in yourself; and, as we have said before, confidence in your- 
self is the basis of Inost sales. 

It is also necessary that you know enough about your 
prospect's business to fit your merchandise to his needs, 
and to be able to prove this to the customer. 

Learn all you can from outsiders and from personal 
experience and observation regarding the use of your prod- 
uct to the customer, what its value is to him, and the con- 
ditions that must be taken into consideration before he 
can get the full benefit from it. 

You want to talk straight to the customer. You want to 
give him an environment of facts and suggestions and rea^ 
sons why that will make it easy for him to buy. 

If you talk facts to him, and he realizes that each state- 
ment you make is true, that all of them line up with his 
own experience and with his observation, he is going to 
find it hard to not honestly agree with you. 

General business conditions he must meet day after day. 
He is interested in himself, and, as a scientific salesman, 
vou should consider how important it is to appeal to what 
he feels, and knows, and believes. 

Although billions of men have been born since the be^ 
ginning of time, each man has certain peculiarities that 
make him stand out as an individual from all 
others. Check this condition by considering yourself. 

You ought to learn one or more things about your cus- 
tomer that will make it possible for you to appeal to him 
direct. He is interested in you insofar as you can tie 
yourself up to him. He knows, as you do, that most human- 
ity is not interested in what he is doing and what he is. 
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and when he finds a salesman who understands and ap- 
preciates him, he is going to do business with that man. 

Each bit of information you gather about a customer will 
aid you. Get all the facts you can; and build your sales- 
talk to fit the particular customer you are facing. 

Aggressive and Confident Thoughts 

Your mental attitude can be aggressive and confident 
if you overcome fear. Fear of the result comes from worry. 
When a salesman worries he cannot do good work. The 
worrjdng salesman usually neglects doing the many possible 
things that will bring greater and quicker success. 

Mental energy can be used in negative thinking as easily 
as it can in positive thinking. Negative thinking tears down 
the mind, as well as the body. It is the bug-a-boo of the 
hard working salesman. Keep your mind right, and your 
sales vnU be right. Make an effort to succeed, and you will 
be sure to win. Avoid wasting time, for time is money. 
Get out of the rut and keep out. You can if you will. 

A salaried employe should be no more composed than the 
salesman working on commission. It should not be dis- 
couraging for a commission salesman to see that he has made 
no money today, or yesterday. He should not think that 
he is not likely to earn any commissions tomorrow. Com- 
mission work is the salesman's opportunity; not his dis- 
advantage. You can earn so much more than would be the 
case in salaried work, that you should lay aside every 
weight that would fetter you, and set out to make something 
bigger of yourself. 

If you seek to lose yourself in your work, you will find 
your income growing fast enough to put the fear of failure 
far from you. 

If you think of results only, you may fear; but if you get 
busy and make the largest number of calls possible each 
day, and on top of this deliver your sales-talk in your most 
positive manner, and take an interest in seeing that each 
customer understands your demonstration, your future 
will be all you want it to be. 

Increasing Sales Through Personal Interest 

Take an interest in your work, and your sales will mount 
rapidly. Work each and every minute of your day, and 
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you will be able to make more calls. Real interest in your 
line will generate enthusiasm. 

YSTien you come to feel that you would rather deliver 
a sales-talk than do anything else, you may be sure it will 
be reflected in your order book. 

Whenever you have an unusual experience that you think 
will add to your selling ability, write it down; then think 
it over when you have a few minutes time, and apply it to 
your work. If it works, keep it to help you win; if it does 
not have value, reject it. 

Your pre-approach in part consists of the standardized 
information you have from other sales. In looking over the 
customer, or his store, or talking with his clerks, or finding 
out his needs, or his financial ability, you will naturally 
utilize your past experience; and you will increase your 
effectiveness by getting a standard way of doing things. 

Think of the good you can do. Your prospect needs 
your goods. He will profit by them. He wants them but 
may not know it. You can educate him into using some* 
thing that will give him satisfaction. Think of the good you 
can do. 

YSTien you add to this customer's knowledge you make 
a biggeTf broader and happier man of him. Then sell him 
hecaxAse he is the logical customer, as proved by yovr investi^ 
gation, which you have faith in because it is the resuU of 
standard information, and because you know you can seU him. 

Summary of the Making of the Sale Lessons 

We have not yet come to one of the most interesting 
and valuable parts of the Course. This is the set of lessons 
toward which you have been working. You are now 
ready to learn how to make a sale. 

You will learn how to get interested attention, understand-- 
ing of your proposition, how to create a desire for your goods, 
how to prove your points to get conviction, and lastly, and most 
important, the method of stirring up the customer's feelings 
and sentiments so he will want to buy your goods, and tluU 
NOW. 

The five steps to be considered in any sale are: 

1 — The Approach. 

2 — The Explanation. 

3— The Proof of Value. 
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4 — The Answering of Objections. 

5— And getting the Order. 

Corresponding with these five steps are the states you 
will induce in the customer's mind: 

1 — He must become interested. 

2 — He must understand your goods. 

3 — He must believe what you say. 

4 — He must feel his need for your goods. 

6 — ^And he must decide to buy NOW. 

When you can prepare your approach from the particular 
customer's point of view, you can get his tnterested-<iUerUion ; 
when you can explain your goods so he will understand 
how they will fit his needs, you have taken the second 
fitep in the sale; when you can prove your staiemeniSf you 
get the customer's confidence; when you can answer any and 
all objections he makes or might make, you remove the 
things that stand against his buying; and, when you can 
bring him to a decision, you can follow this up with a 
suggestion or a reason, or a number of suggestions and 
reasons why, and he will buy now. 

Your sale has been made. There is nothing more then for 
you to do but to leave the customer satisfied with the purchase 
he has made. He ought not only be satisfied, but you 
should say something or do something that will convince 
him he has surely done the right and proper thing. 

This is called the ^^geUaway^^ or closing the interview. 
A strong "get^way'^ or close to the interview is of valut 
even when you do not sell the customer. 

After you have left the customer, the only thing left f oi 
you to do is to think over the reasons why you sold him, or 
the reason you failed to make a sale. This is taken up in 
the last lesson of this book, which is called, ''Self-Checking 
Your Salesmanship, or Ten Points in Judging a Sale." 

From the eight lessons in this book including the present 
one, you will gain a clear outline of what you need to do to 
make your Salesmanship pay. Adapt the principles herein 
outlined to your needs, to your personality, to your line of 
gci^ds, to your particular customers — ^and win« 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



l.—DO I UNDERSTAND THE VALUE OF THE PRE-APPROACH, AND 
HOW IT WILL ADD TO MY CHANCES OF MAKING THE SALEf 

t.—DO I MAKE IT A POINT TO OET EXACT KNOWLEDGE WHEN 
MAKING MY PRE-APPROACH BEFORE CALLING ON A CUSTOM- 
ER? 

3.— DO I MAKE NOTES DURING THE PRE-APPROACH THAT I MAY 
BE ADEQUATELY INFORMED CONCERNING THE THINGS I 
SHOULD KNOW? 

A,— DO I DEFINITELY SELL MYSELF BEFORE TRYING TO INTER- 
VIEW A CUSTOMER, KNOWING THAT MY MENTAL ATTITUDE 
IS IMPORTANT? 

S.-'BEFORE INTERVIEWING THE CUSTOMER DO I HAVE FAITH IN 
MY ABILITY TO SELL HIM? 

tr-DO I THINK POSITIVELY, THAT MY CONFIDENCE WILL BE A 
POWERFUL RAM PUSHING ME TOWARD THE COMPLETED 
TRANSACTION? 

7.— DO I GET THE BETTER OF MY FEELINGS, SUBDUE THEM, AND 
MAKE THEM WORK FOB ME? 

B.'-DO I PERCEIVE HOW I CAN ATTRACT THE CUSTOMER, JUST 
AS A MAGNET ATTRACTS ANOTHER PIECE OF METAL, AND 
MAGNETIZES IT? 

9.—D0 I MAKE A SUMMARY OF MY PRE-APPROACH PREPARATION, 
SO I WILL BE READY FOR ANY CONTINGENCY THAT MAY 
ARISE IN THE INTERVIEW? 

10.— DO I TAKE AN INTEREST IN GETTING FACTS THAT WILL ADD 
TO MY SALES ABILITY? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



Ir-ILLUSTRATE THE PURPOSE OF THE PRE-APPROACH. 
2.— WHAT IS THE RELATION OF THE SALESMAN'S MENTAL AT- 
TITUDE TO SUCCESS? 

Z.STATE THE FIVE STEPS IN THE SALE AND THE CORRESPOND- 
ING STATES THAT ARE INDUCED IN THE CUSTOMER'S MIND. 
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LESSON NUMBER TWO 

APPROACH For Interested Attention 



APPROACHING THE CUSTOMER 

IT WOULD hardly seem necessary to urge a salesman 
to od naturally and to present facta in clear-cut language , 
when he approaches a customer. But many sales- 
men think they must be "something different'* in order to 
impress the customer; and, having such a crude idea of 
their own worth, they make their approach improperly. 

You are the equal of the customer to say the least. You 
cannot tell him you are his superior, or act as if you were; 
but if you are his superior, he will recognize it. 

As a man you cannot /ear the customer, who is but anoth- 
er man. You ought not appear over-eager to make the 
sale. You ought X^ face him as one man should another, 
without either "servant" or "master" attitude. 

You are simply trying to exchange something you have 
that is valuable to him for something he has that is valuxMe 
to you. That is business. You are a business man and 
salesman. 

Approach the customer in a strong and confidence creat- 
ing manner f aSid you caiinot fail to make success yours if 
you will master and apply this training. 

It is seldom possible for one man to do the thinking and 
talking for another man, but directions and rules can be 
given, which through being followed, bring results. Work 
out your own approach, and one that will fit your customer, 
your line, and yourself. Do your own thinking, and with 
the guidance of this Instruction Coxu^e, you can always 
make a strong approach. 

Salesmen should always carry business cards with them 
although when the salesman is well acquainted in his 
territory he will seldom make use of his card unless in con- 
nection with new trade he might be calling on. 

Introducing yourself in a strong and confident manner 
to the customer you are approaching for the first time is 
far better than handing him your card thinking it *^wiU 
work'* for you. 
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In handling goods that are sold to the average retail 
merchant, business cards can l^st be kept in the ^*back" 
grouTui** and presented to the customer at the close of the 
interview, but in selling the big Retail, Department Store 
and Jobbing trade it will generally be necessary for you 
to send your card in to the buyer, and this also applies to 
the Manufacturing and some other trades. 

You might have a strong sales-talk, one that would sell 
practically every customer or a large percentage of those to 
whom you delivered it; yet not make a profiUMe number of 
sales, because of your lack of originality and ability to get 
interviews, and the full attention of the customer. 

Never give your card or state your business to a sub- 
ordinate when you have a chance to get to the customer 
himself without telling another your business. If you 
cannot get to the customer direct, it is then advisable to 
enlist the aid of the subordinate. 

The duty of the subordinate is to keep you away from 
the man you want to see, perhaps, but, if you can sell 
yourself (or, in rare cases, your proposition) to the 
subordinate, he will cooperate with you in selling the cus- 
tomer. 

This does not mean that you must literally make a sale 
to the subordinate; it means that you must get his co^ 
operation, so you can do what you started out to do — ^get in 
personal touch with the man you would sell. 

Handling the Objecting Customer 

As soon as you get in the presence of the average mer- 
chant, he will often begin to object to seeing or buying 
your goods, unless you have as a result of your pre-approach 
or Investigation made the appeals that have effectively 
forestalled any objections. Work to get his full attention 
and interest from the veiy first. 

If a merchant is busUy engaged at important work, or 
if he is overstocked, or if he does not know your line, or 
if he buys from other salesmen, or if he is not feeling "brisk," 
or if he has other excuses or objections to advance, he will 
often present them as though they amounted to something; 
and if you do not handle him tactfully, he is going to be- 
come antagonistic or angry with you for not giving him 
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the consideration he believes he deserves, or at least, de- 
mands of you. 

Handle the objecting customer carefully. His orders 
are as good as another merchant's. He may become a 
warm buoness or personal friend if you get his confidence. 
He may have had some impleasant experiences with other 
salesmen that have caused him to be in anything but an 
amiable frame of mind. Bring him around to the proper 
frame of mind — ^make him feel good, and then you will find 
that it is easier to sell him. 

Good natured salesmen succeed best because they create 
an atmosphere in which it is not possible for the negative 
gtudities of a customer to exist. Result: The customer 
also becomes positive in feeling. When he becomes positive 
in feeling, he can be induced to become positive in fairness. 
If he begins to be positive in one thing, he can quickly 
be made positive in another. 

Getting the Interview Through Right Appeals 

Some salesmen do not realize that it is up to them to 
force the interview. The customer does not always want to 
see the salesman; but the salesman always wants to see the 
customer. It is up to the salesman, then, to cause the 
customer to listen to what he has to say. 

Many of the customers on whom you will call will be 
**too busy to see you,^* But, as a salesman, you are going 
to make the customer want to talk with you about your 
proposition. You are thinking of the good you can do that 
customer; and you also know that you mv^t make saies in 
order for you and your house to profit. 

There are some salesmen who do not properly demand a 
chance to show their goods. You are not that kind. You 
know that if the customer sees your merchandise, and 
hears your sales-talk, the chances are that you can sell him. 
You want to sell him. It is necessary that you talk to him 
in order to make the impression that will induce him to 
buy your goods. You must awaken his desire for your 
goods. If you once arouse his desire for what you have to 
sell, he is going to buy in spite of any negative conditions. 

The customer on whom you are calling is a business 
man; so are you. He needs improved methods in hia 
business, he is interested in good goods, he wants to make 
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more money, and he is in business to make the most money^ 
and to do it in the easiest, quickest and best possible 
manner. 

If you can odd to his efficiency, or to the efficiency of his 
employes, or increase his pleasure, or protect him or his 
business, or enable him to render greater service to his 
customers, he will be interested in you and what you are 
selling. 

Even if it becomes necessary for you to force yourself into 
his presence, it can be done in such a way that it will not 
detract from your self-respect, and his consideration for 
and confidence in you. 

When any customer does not show you the respect to 
which you feel you are entitled, prove that you are a real 
salesman by using "above-board^' tactics that he simply 
must respect; but which will make it necessary for him to 
grant you an interview. 

You are using valuable time when calling on or inter- 
viewing the trade; so be determined to make each prospec- 
tive customer pay for your time by buying what you have 
for sale. 

What Will Appeal from the Ptroposition Itself 

There is always an angle to your proposition that will 
appeal to the kind of customers you are obliged to interest. 
Your proposition may appeal to a limited dass of buyers 
and when calling on them you can usually use this point to 
get the interview. 

A specialty salesman, who was selling a check protector, 
went into a merchant's store; approaching the merchant, 
he handed him the check protector, which was a small 
machine of a model that had been sold several years. The 
customer unconsciously reached out his hand, and began 
to examine it. 

All this time the salesman said nothing. He was whetting 
the curiosity of the customer. As soon as the merchant 
loolced up with a questioning glance, the salesman launched 
into his sales-talk, letting the customer hold the protector. 
The salesman used a pencil and pointed out the different 
advantages of the protector, and showed the customer 
how to use it. 

He let the customer continue to hold the article; and the 
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customer began to feel possession. The customer got some 
of his blank checks, and the salesman showed him how to 
operate the machine, without Umching the protector him- 
self. 

The attitude of the salesman was: *'/ will net touch the 
check ^protector because it is not my property; it is reaUy the 
property of ihis merchant^ and unless he invites me to handle 
it, I shall not do so/' 

It is not always necessary to begin talking on approaching 
a customer. The goods or article you are selling may 
possess an unusual interest for the buyer. 

If you were selling dry-goods to a woman bujrer, you 
could put a piece of cloth into her hands, and she would 
appreciate its quality and attractiveness. You might here 
make a positive suggestion, and tell her something that will 
still further add to her appreciation of your merchandise, 
and which will stimulate her desire to possess it. 

Use initiative, and do what is necessary. If you cannot 
alwa3rs do the necessary thing, work and study to further 
improve yourself. Getting the interview is one of the 
first essentials to be considered; it is all important, but as a 
result of your studjring and applying these carefully pre- 
pared instructions, you will be able to secure an interview 
in practically every case. 

Gaining and Holding the Customer's Attention 

Gaining and holding the attention of a customer is the 
foundation on which to make the successful sale. It is 
important that you get favorable attention. You can get 
attention from any customer you want to, but, in order for 
the attention he gives you to be worth the trouble it takes 
to get it, you must do something or say something that will 
arouse his interest in your proposition. 

He must be induced to look at your goods, or to hear 
what you have to say, or to make a definite engagem^eni 
when he can and will see you, if he cannot do so at the time 
of the first call. 

A scientific salesman not only adjusts himself to the 
customer's conditions, but, when necessary, makes the 
customer adapt himself to conditions which the salesman 
himself must meet. An instance of this would be when 
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the salesman only had a limited period of time in which 
to see the customer. 

The salesman must, under such conditions, induce the 
customer to see him at once. As a result of your having 
mastered the preceding lessons, and particularly the lessons 
on "Handling the Customer," you will be able to make 
the proper appeal, which will result in the customer giving 
you and your proposition immediate attention, while other- 
wise he might have delayed the interview. 

When you try to influence a customer to give you ivier" 
ested-aUention, you should do it with due regard for the 
importance of an appeal you can make through his seven 
senses. If you get his attention through sights he mil 
fix his eye on what you want him to, and show by his 
expression either curiosity, inquiry, or will look at the 
object you hold out to him with a view of examining it. 

An appeal through any one of the seven senses can be 
favorably induced, if you make it so it will impress the 
customer. You can taste attentively, as when you seek 
to determine the different tastes in food. You can appeal 
to the customer through the sense of taste, if you help 
him through suggestion. 

You can touch things attentively, and use the sense of 
toiLch in bringing your customer to feel the value of any- 
thing through handing it to him, and giving him positive 
suggestions. 

You can get him to compare the weight of one piece of 
goods or one article with that of another. You can get 
him to listen to what you have to say, and say it with such 
expression that he will enjoy hearing you. 

What you say, if it is said in an interesting manner, will 
influence the customer through the suggestions you con- 
vey, or through the reasons why you give. 

It is possible for a customer to distinguish between 
sounds as well as it is for you to do so. Did you ever try 
to distinguish between the voices in a quartet? If you 
concentrate, and look at the lips of the different singers, 
you can distinguish between the different voices. 

Making your appeals with the senses in mind, namely: 
sight, hearing, touch, muscles, fingers, feeling of heat and 
cold, taste and smell, will help you sell your goods. Appealing 
to all of these senses may not be necessary; but your 
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success in selling will depend on the strength of the appeal 
you can make through one or more senses^ and through 
your ability to appreciate that what you say about your 
goods is true by actual contact with the article you are 
selling. 

The more senses you can appeal to, the easier it will be 
for the average customer to get a clear idea of your goods. 
He will get a stronger impression through three senses 
than through two. Your sales-talk will be more convincing 
and he wiU understand your demonstration better if you 
can give him a chance to handle the article you are selling. 

How to Use the Eye 

The use of suggestion and the power of the eye are two 
of the most powerful aids in influencing prospective cus- 
tomers to buy your goods. If you can look at a man more 
effectively than he can look at you, you can influence him 
to do your will. 

When you look at a man, LOOK AT HIM. Do not 
look at either his right eye or his left eye. There is a 
penciled period right between his eyes, and look at that 
penciled period, which would usually fall slightly above the 
bridge of the nose, at a point between his eyes. 

Try looking at yourself in the mirror. You will find that 
you cannot hold your eyesi^open long without winking. 
With practice, however, in spite of the smarting, you can 
develop the ability to keep your eyes open for several 
minutes without blinking. A powerful eye is the result 
of the control of the muscles surrounding the eye-ball. 

You are looking directly at a man, and measuring him 
without embarrassing yourself, when yon look at him 
STRAIGHT BETWEEN THE EYES. Practice on your- 
self in the mirror until you become proficient. Then you 
can use this powerful aid to self-control and cvstomer-control 
without feeling that the customer thinks you are trying to 
influence him. 

As a matter of commonsense, there is nothing mysterious 
to this power of the eye except that it develops your will, 
and makes it easier for you to concentrate on your propo- 
sition. It enables you to take a better mental picture of 
the customer. The way described above is the proper 
way to look at another, and it shows that the man or 
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woman who uses it has acquired inward poise and power. 

Place yourself before a mirror and direct your gaze on 
the pupils of your own eyes. Picture the reflection of your- 
self as another person. Stand several feet away from the 
mirror at first, but as you continue with the practice move 
a little nearer to the mirror each time you take this exer- 
cise, until finally you are gazing directly into your reflected 
eyes. The purpose of these exercises is to develop eye 
control. 

They also serve another purpose which is to develop the 
muscles of the eyes, and stimulate the flow of blood which 
will help keep your eyes in good condition, just as the 
muscles of the body are kept in good condition by exercise. 

Another method of strengthening the eyes is to stand at 
an open window and take a "Far gaze." See how far you 
can see, fixing upon some point in the distance and con- 
tinue a steady gaze until the muscles of your eyes are 
slightly tired. This also rests the eyes when one has been 
doing close work. 

By all means make use of your eyes in selling. When a 
customer is talking to you, and seems nervous, you can 
watch his lips instead of looking at him direct. Or, you 
might turn your eyes away while listening to him, as this 
gives the impression that you are paying thinking attention 
to what he is saying. As soon as you start talking, how- 
ever, immediately look at him between the eyes, and pro- 
ceed with your sales-talk and demonstration. 

When he talks, look where you please, but pay attention 
to what he is saying, When you talk, however, look 
straight at the customer and give him the force of your 
eye as well as the force of your argument. 

A person with shifting or unsettled eyes is usually de- 
ceitfiil in character. A restless eye is not impressive. It 
is the calm, steady eye that controls. 

How to Use the Voice 

Few salesman give proper attention to the pitch, reson- 
ance, and volume of the voice when talking to a customer, 
and the customer can be judged to some extent by the 
manner in which he expresses himself. We have taken 
this up in a general way in another part of the Course. 
Now we wish to designate specifically what is indicated by 
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pitch, resonance, and volume; and dwell upon the import- 
ance of correct enunciation. 

First of all, the salesman should attempt to keep his 
lips in a flexible condition, as this makes it easier to express 
oneself. Next, he should talk easily and naturally. Great 
care should be taken in the pronunciation of words. 

The speed of the voice should be regulated by the nature 
of the discussion, as well as by the speed of the customer's 
expression in language. If you talk faster than a customer, 
he may not understand you; if you talk too slowly, he may 
become impatient with you. Adjust yourself to the cus- 
tomer in this regard, just as you will in other things. 

Pitch of voice shows intensity of feeling. A shrill 
voice shows an intense temperament. Keep this in mind 
when judging the customer, and avoid high pitch, even 
when the customer is a shrill talker. 

The way to control a customer is alwajrs to talk in a 
lower pitch than he does. Never talk louder than the cus- 
tomer, as to do so brings about unpleasant friction in tone. 
Unpleasantness in tone will kill a sale no less than will dis- 
courtesy. In fact, it is business discourtesy to shout your 
message into a customer's ear. 

The resonance of the voice shows the quality of the 
emotions. If a man is strongly sympathetic, of strong 
character, of likeable personaJity, a good mixer among 
men, he is likely to have that resonance in his voice that 
calms others. 

Others feel from his voice that he is an especially human 
individual, and like to do business with him. Judge your 
customer by his voice; but, remember, at the same time, 
that the customer is also judging you by your voice. Speak 
accordingly. 

Individuals who have strong, well-knit bodies are likely 
to have volume to their voices. Volume shows strength 
of body. It shows vitality. You probably have met 
individuals who impressed you with the force of their char- 
acters and personaUties through the voice alone. 

Volume does not mean mere loudness. It means that 
the individual is talking from the diaphram rather than 
from the throat. You can cultivate volume by taking 
care to talk from the bottom of your lungs, so to speak. 

Proper use of the voice is one of the most important 
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parts of the salesman's education. It is not difficult to 
develop the voice through daily use. It is not necessary 
that one take lessons in voice cidture^ although many sales- 
men do this and find it an advantage to do so. 

With each sale you make, try to improve your talking 
ability. Under no conditions seek an unnatural voice. 
Talk naturally that you may talk easily. It is said that 
the Indian is a natural orator, because he has been taught 
how to express himself by Nature; and has the health and 
vitality and energy that go to make a good talker. 

Good physical health is the basis of good language ex- 
pression. It is therefore to your advantage, as well as your 
duty, to do the things that make for health, energy, and 
vitality; and to avoid that which will tear down your 
physical well-being. You can succeed only through effec- 
tive use of your own powers of body and mind. 

No one who talks incoherently is a clear thinker. In 
talking accent the important words in your sentences, as you 
sometimes underscore them in writing to make them im- 
pressive. The following is an illustration. ^Vur line is the 
very best on the market. You will be pleased with it — I 
know you will." 

Selecting the Composite-Customer's Interests 

The customer before you is a distinct individual. He 
falls, however, into the class of customers to whom your 
goods are interesting. That is why you are now trying 
to sell hifn. 

You must make an appeal that will make him want to 
know more about your goods, or that will arouse interested" 
attention. If you can do this, your interview is sure. 

He has no time to talk with you, even though he has 
plenty of time for other things, unless you can make him 
believe he will gain through the interview. 

If a customer does not seem inclined to talk to you, one 
or more of the following suggestions can often be used. Sug- 
gest that he wants to know about new inventions, about 
new lines of merchandise — that he wants to be in the wide- 
awake merchant class — that he is fair enough to give you 
a chance to show what you have — ^that he will want your 
goods if he only sees them — ^that he is losing money if he 
does not grant you an intei view, etc. 
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Once you know your goods, and the selling points you 
must use in selling them, you can prepare your sales-talk 
with a strong line-up of aU the points* For instance, if 
your product will save a merchant time, money and 
energy, your sales-talk to that particular merchant should 
bear on these three items. When he gives you a hint, which 
you will soon learn how to get from almost any customer, 
that a certain point appealed to him more strongly than 
others, you should keep that appeal in mind, and use it 
strongly in your sales-talk. 

Another merchant, on the other hand, might buy from 
a pride and money standpoint. Then there are numerous 
appeals that you can make to the composite-customer as 
taken up in these lessons. You will readily appreciate 
that these appeals are made to get the customer thinking 
your way. 

Your sales-talk, when perfected, will contain — in the 
briefest and therefore the most effective way — ^all the appeals 
that have helped to sell your goods to different customers. 
When you use your sales-talk on a new customer, it will 
usually appeal to him from some definite standpoint, and 
when you determine exactly how, why or where you have 
appealed to him, you have the point of contact that will 
insure the sale of your goods. 

Getting Your Merchandise Before the Customer 

Get your merchandise before your customer so that 
he will see what you have to sell, and so that he can feel 
and examine it for himself. Make comparisons with other 
similar products that he knows about, and show him how 
your merchandise will fit his needs. 

If your merchandise is especially attractive, you have an 
added reason for getting it into the customer's hands. 
You want him to see it as it is. He may want to operate 
it if it is a machine. If it is a piece of cloth, or fur, or feath- 
ers, he may want to shake it out and feel it, and lay it over 
his arm. You ought to encourage him to do this as far 
as it will help your sale. 

In selling an automobile, it is a great advantage to get 
the customer to ride with you. He will feel, perhaps, that 
he is obligated to you for the entertainment, and, other 
things being in favor of your machine, if you have made 
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strong suggestions and given him reasons why he should buy, 
he will buy. 

He spends his money where he gets not only the best 
goods, but also the best service. He is appreciative. If 
during the demonstration you made him a warm friend, he 
is prejudiced in your favor; if you convinced him of the 
value as well as his need for your car, he is your customer. 

You cannot suggest things as outlined above, to a cus- 
tomer, unless your merchandise is at hand. It is better 
at all times to have your samples where you can get to 
them quickly. The salesman who approaches a customer 
for an interview ought to have his samples ready to show, 
either with him or in his sample room. 

The customer, when you make your approach, may be so 
strongly interested in your line of goods, that all you will 
have to do will be to lay out your samples if you have 
them with you, or take him to your sample room and 
show what you have, to induce him to buy your merchan- 
dise. 

If you use a sample or samples in selling your goods or 
service, always have them ready for immediate use. Have 
the "ship cleared for action." When you can get your 
merchandise before the customer, you are ready for him; 
and he can often see the quality, value and viility of your 
goods without great explanation on your part. 

Interested-Attention and Its Relation to the Sale 

Your approach should be worked out with the purpose 
of convincing the customer that he should hear what you 
have to say and that he should look at your goods. This 
may be termed one of the most important parts of the sale, 
for unless you can get interesiedroUention, you cannot make 
the sale. If you get interested-attention in the approach 
you can keep the customer interested throughout the sale. 

Any legitimate means can be used to interest a customer, 
and to get an interview. If you have something that mil 
add to the customer's pocketbook, he will overlook almost 
any means you use to get to him. If, on the other hand, 
you are simply trying to sell Wm a novelty, or a magazine, 
or a new book, he may be angiy if you seek to approach 
him otherwise than through a direct call. 

If you work for a firm that has an efficient selling organ- 
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ization^ in approaching a customer with your line of goods, 
you can follow the methods worked out by your Sales- 
Manager, or your fellow salesmen, and your own experience. 

How you will approach a customer depends also on 
whether you are handling a staple or a specialty article. 
Again, if the customer approaches the salesman, as is 
particularly true in retail selling, a different start must be 
made. 

In selling a customer, it may be necessary to have him 
give you no small part of his business day. You have to 
get him interested in you, your goods, and your firm to do 
this. You will not, however, talk only yourself, your mer- 
chandise, or your firm; you will talk Him, His needs, His 
profits, and the use He can make of your merchandise. 

Here is a story that will illustrate the attitude of mind 
you ought to have in the making of a sale. — ^A salesman 
once entered a customer's store, and the customer, who 
was twice the salesman's size, showed him the way to the 
front door, at the same time saying: *' Don't you ever dare 
to come in this door again" 

The salesman pondered a minute, went around to the 
back door, opened it, went in, and opened up with his sell- 
ing talk. The customer again flared up at him. The 
salesman diplomatically replied that while the customer 
told him not to come in the front door, he had said nothing 
about the hack door; and, knowing the value of his goo(£ 
to the customer, he had come in the back door to sell him. 

The customer saw the point, and gave the persistent 
salesman an interview which brought the order. While, in 
actual fact, you may never be ordered out the front door, 
you may mentally be thrown oiU of your customer's good 
graces. Adjust yourself to the customer so you can sell him. 

Making the sale should be the dominant thought in your 
mind. Get the interview so you can make the sale, and 
if your sales-talk and dem4>nstraiion is right, a sale will be 
made. 

When the Customer Refuses to Look at Your Goods 

You can readily jsee that you have no chance to sell a 
customer who will not look at your goods. You want to 
sell him, ^ He says, "/ don't care to look ai your goods," 
or something similar. What are you going to do? 
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The first thing that you will do, perhaps, is to ask him 
why he will not see your samples. If he will give you a 
reason, you have a definite objection which you can answer 
according to the circiunstances of the case. 

If he refuses to give you a definite reason for not looking 
at your goods, it is probable that you will make no progress 
until he does. You cannot fight an unseen objection, or an 
objection of which you do not have an inkling. 

It is evident, however, that this prospective customer 
can be influenced to make a definite or general objection 
through the use of salesmanship on your part. If he makes 
a definite objection you can easily and quickly answer it. 

If he makes a general objection, you must through apply- 
ing the knowledge you have obtained regarding him, or 
regarding selling your product, or regarding the Science of 
Salesmanship, get him interested in your goods. 

If he will not meet you half-way, it is sometimes possible 
to appeal to his sense of fair-play. The average customer 
wants to give you a fair chance to show the merit of your 
goods. He does not want to overlook a line of goods that 
will surely increase his profits. He does not want to be 
narrow and refuse to learn about better merchandise than 
he has on his shelves. 

All men are more or less fair if you can get at them right. 
One man requires a certain approach to get his confidence, 
another will have to be approached dt^erenUy, perhaps. 
But, if you take an interest in seUing the customer because 
your goods fit his needs, and you are able to prove this to 
him, and your bearing inspires confidence in your words, 
he will listen to you. You can attract a customer's atten- 
tion so he will want to listen to you, if you develop your 
powers in salesmanship. 

Handling Complaints of Customers 

It is almost impossible for any line of goods to be so 
perfect that individual customers do not offer some com- 
plaint. The point the customer complains about is usually 
a minor one, and may not really be a fault with the goods; 
for the customer may expect the goods to have quaUties 
it is not possible they should have. 

He may, in fact, presume on the quality of your goods, 
on the perfection of the invention you are selling, on the 
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mechanical makeup of the article, when the article itself, 
though not perfect, is all that can be expected at this 
stage of progress. 

The customer who makes such an objection usually 
does so because he wants to "ptrf off*' the salesman. Pos- 
sibly he had a recent complaint from one of his customers, 
which he himself does not take seriously; but he uses it 
as a fence between you and an interview and sale. If the 
average salesman should take all objections seriously, 
he would soon be in a frame of mind where it would be 
impossible to make sales with his merchandise. 

When there is really a fault with your goods, get all the 
facts. It may really be serious if you neglect to do so. It 
may be possible that some imperfect goods— goods that 
your house has no desire to seU — have slipped into an order 
through the oversight or carelessness of a house employe. 
It might even happen that the merchant himself has 
injured the goods while they were in his store, and la3rs the 
' blame on you. Get the facts. Facts will protect you and 
your house. Your reputation as a salesman may be at 
stake. 

If there is no real basis for the complaint, when you try 
to get the facts the merchant will ''back-fire*' and finally 
admit that there is no reason why you should investigate. . 
If he really means what he says, he will be as glad to have 
you learn the truth as you will be to learn it. 

It sometimes happens that cheap grades cause trouble. 
When a customer buys the cheaper goods, all he has a right 
to ask for is his money's worth. If he gets fuU value for 
his money, he gets what he is entitled to, and has no just 
cause for complaint. In such a case, it is up to you to 
show the merchant that he ought to stock a higher quality 
of goods that you carry. 

It is a privilege, a business-building privilege, to be able 
to adjust a complaint with a merchant's customer as well 
as with the merchant himself, when the fault is with the 
goods or the manner of handling by the house. 

Some houses find it very profitable from an advertising 

standpoint to replace defective goods, either through the 

merchant or direct with the customer; in which case the 

merchant is always notified of the house's action, and feels 

Vol vn-4 
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that the salesman and his house is living up to the most 
honorable and progressive methods of doing business. 

When the ''No Inducement'' Objection is Made 

Sell your customer on the value of your merchandise. 
Let him see that your goods are all you say they are. Show 
him the points of excellence. If he then asks for an tn- 
diLcement, if he then asks vou to give him something extra, 
if he then feels that he should be treated better than his 
competitor, you have got to simi up your arguments so he 
will "6acfc-Mp" and accept the goods on their merits; in- 
stead of wanting to receive something extra for choosing 
your goods because his experience shows him they are right, 
or because his judgment is that your argimients in favor 
of your goods are sound. 

Tell such a customer that the inducement you give him 
is the quality in your goods, the reasonable price you sell 
them at, the careful service given by your house, your per- 
son^ interest in turning them over, etc. 

He will gain in respect for you, if you "hold right to the 
line." The customer always respects the salesman who 
wins on the merit of his goods, rather than he who weakly 
gives in when the customer asks him to. 

Premium plans and quantity prices do not necessarily 
come under the heading of special inducements. If each 
customer of the house has a chance to get a premium or a 
quantity price, and you "talk up'' the advantage, you can . 
be sure it will not hurt your standing, but you cannot 
give a customer something to which he is not legitimately 
entitled without sacrificing some of your own confidence 
and murch of the customer's confidence in you. 

He will be thinking, "// / can get this inducement out 
of this salesman, maybe another merchant will be able to get 
more.'' Such a policy, in fact, will sooner or later cause 
you to let down the bars of self -interest that protect your profits 
from greedy ctistomers. 

A merchant might honestly show you where another 
house gives as good a price as yours, and the same apparent 
quality, and yet offers an inducement for his trade. 

Reason with this merchant. Show him that he mu^t 
ultimately j^B,y the bill. Houses do not give goods away 
without getting something back for the goods they give. 
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Neither do houses give up their legitimate profits to a 
merchant. 

Show him that he will be pajring, sooner or later, for 
the inducement he gets. The goods must be made up more 
cheaply and with less care as to quality and workmanship 
or an extra profit will be added to other goods to make up 
the loss. 

There is alwajrs a reason. In dry goods, for instance, a 
cheaper quality of dye might have been used. In men's 
ties, poorer quality and shorter lengths. In automobile 
tires, second-grade rubber. And so on down the line of 
substitutes for the best materials. 

Stick to your legitimate selling plan. Make the merchant 
live up to the "square-deal policy.'' If he is not accus- 
tomed to doing so, help educate him. You will lose some 
orders because you refuse to give "ea:<r<w," but you will lose 
many second orders that you would otherwise have had, if 
you let the merchant bluff you in this way. 

Hie primary duty of a salesman is to persiuide customers 
to buy his goods. You are a salesman. If a customer 
refuses to buy from you on your terms, make him think 
that he ought to buy from you on your terms. He can 
be shown that your terms are really what he wants after 
all. 

When you can do this, you can say with truth, "/ am a 
scientific salesman. J can persuade my customers, I can 
indiLce them to buy my legitimxxte goods" 

Tlie more you study your goods for points of excellence, 
the easier it is going to be for you to induce a customer to 
buy them on their merits — and, on the other hand, the 
harder it is going to be for a customer to refuse to buy 
them when he so well realizes he can make a profit on them 
and give his trade satisfaction. ' 

The High Price Objection Handled 

The shrewd merchant nearly alwa3rs tells the salesman 
that his price is too high. **Your price is too high.'' Of 
course it is. He wants it lowered. He is right from his 
standpoint; but you are not going to give your goods 
away. 

If the merchant could, he would buy goods at one-tenth 
of the price he could sell them for. If he is unusuaUy 



Digitized by 



Google 



52 MAKING THE SALE 

ambitious, he might even want the goods you have to be 
as free as air to him, and as expensive as gold to the cus- 
tomer. 

He is out for profit. It is right and proper that he 
should be; but you are not to be "blufifed." You also want 
and must have your fair profit. Your house has faith in 
you. It believes you have the manhood and sales ability 
to get what is coming to you. It expects you to do so; 
that is why it trusts you with its samples, and sends you 
out to make good on your own ability as a salesman. 

Cut your prices and you lose the customer's confidence. 
He may not do business with you now unless you cut the 
price, but sooner or later he is going to buy from you if 
you are a "one-price" man, in preference to the weak- 
knc^ salesman who does not get what he is entitled to. 

The beginner salesman is often too much concerned over 
losing the sale, and fearful that he will not be able to sell 
his line unless he cuts the price. The good experienced 
salesman does not give any cohsideration to the cutting of 
prices; he expects to get what his goods are worth, and 
gets it because he demands it. 

Your house is prcdmbly as intensely interested in building 
up its business as any other concern. It cannot build its 
business on overpriced goods. It must be able to show 
that the quality in its product is better than in another 
similar product to get a better price for it. 

If you have the arguments that will prove that your 
high-priced goods are worth what you ask for them, you 
can get your price. You ought to fill yourself up on such 
positive arguments, so you can convince any customer who 
demands a cut price. 

Your customer knows that if you will not cut your price 
for him, regardless of how much he fights tor it, he is not 
going to see you give another merchant a better price on 
your product, which will enable the other merchant to 
undersell him or make more profit. He feels safe in haiMl- 
lin^ your goods, for this reason; and he has a right to feel 
he IS dealing with a square salesman. 

After doing your best to get an order from a customer 
who demands a cut price, and after making use of the great 
amount of valuable information in the lesson entitled — 
"Getting the Quoted Price," if he still will not buy, close 
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the interview in a courteous, friendly manner, saying, "Afr. 
Braum, I am very sorry I cannot do brmneaa with you, and, 
miuJi as I would like to have your trade, I carmot consistently 
cut my prices even to do business with you," or some such 
expression, that will add to his respect for you; and make 
it easier to do business at a future ciEtll. 

Aggreasivaness and Its Bearing on the Interview 

Suppose, for instance, that after you have exhausted your 
appeals for an interview in a most salesmanlike manner, 
the customer still refuses to grant it. Then, rather than 
lose out entirely, you are justified in adopting an aggressive 
attitude. 

You should avoid offending the customer, and particu- 
larly so if you expect to call on him again, but it has some* 
times been found helpful to ''bluff" the customer down — 
to take the same attitude he is taking — and then show 
him through the attitude you take, and through your 
ability to apologize as soon as he "takes you up" on your 
aggressive attitude, how unfair he is in his attitude 
toward you. 

H^« is an instance that will illustrate the point in mind: 
The manager of a large branch agency of an automobile 
company was approached by a salesman who wanted a 
position with them. The manager was busy at the time, 
but told the salesman to come back two days later at lO.iX) 
a. m. 

At the proper time the salesman was there, but had to 
wait until 10:45 to see the manager. As soon as he entered 
the manager's office, the manager said, **Can*t talk with you 
now, I am too busy. Besides tiiere is nothing open." 

Tlie salesman was left standing in the manager's office, 
and the manager went out. Hie salesman took a seat. 
The manager returned, and was angry at seeing the sales* 
man still there, and proceeded to rather sharply tell the 
salesman so. The salesman, who was a capable man, came 
right back at him with, *'Mr. Green, I had an engagement 
with you this morning at 10 KK). / have been waiting for 
forty-five minutes to see you. I know that you have positions 
open from time to time, and I expect you to talk with me about 
a future if not a present position. As a manager, your 
siuxess depends on hiring good men. I am one of them." 
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The manager came back with, "OA, Fve heard that b^are.*' 
" Fes/' said the salesman, " You may have heard that before; 
biU you didn't hear it from me. I have ability and can prove 
it to you. Business courtesy demands thai I be niven con^ 
sideraiion, and I demand it as a gentleman from a gentleman.** 

Contrary to what you might think, the salesman was 
politely asked to sit down, and had a very courteous inter- 
view with the manager, who said he would call on him at 
the first opportunity — ^which he did, as the salesman went 
to work for the agency the following day. 

Overcoming Difficult Situations 

Your customer is not in business for his health. He 
wants to make money. He does not particularly care what 
lines of goods he carries, if such goods increase his profits 
and give satisfaction to his customers. 

If you can show the merchant that your line of goods 
will be m^re profitable, or that it will render greater satis- 
faction to his customers, he will be interested in what you 
are sa3dng and will give attention to your line of goods. 

When you can show your customer that he is hurting his 
business growth by not seeing your goods, that in refuong 
to look at your goods, he is doing his customers an injustice; 
and, when your attitude is such as to convince the customer 
that you really have something that he ought to see, he is 
going to become interested in what you have to sell, and give 
you an opportunity to give present sales-talk and demon- 
stration, r . > 

It does not make a bit of difference if the customer is 
satisfied with his present line. He ought to be satisfied 
with what he has until he sees your line, which is better. 
But, when he sees your high-class merchandise, you wfll 
show him the difference between your better goods and the 
regular stock he has on hand and the increased profits that 
can be his. 

Salesmanship is the science of overcoming objections. 
But, it is not every salesman who has the tact and personality 
to compel a customer to listen to him the first time he calls. 
If you cannot get a customer's attention the first call, and 
you can call again, keep his friendship, and call again on 
your next trip or by appointment. 

Sooner or later, you will make him a permanent, profit- 
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making customer for yourself and your firm. But, in those 
cases where there will be no "come-back," and it is likely to 
help you sell him, you may be able to get him to look at 
your goods through the strength of your character and the 
force of your salesmanship. 

Sometimes the use of methods which at first glance would 
seem to kill the sale for good are necessary, but the sales- 
man who is a gentleman will not overstep the bounds of 
decency. 

Whan Your Goods Remain Unsold 

It sometimes happens that the goods you formerly sold 
the merchant have not moved. Then it is up to you to 
show vour customer how to move them. You must "make 
good" with your customer. You sold him the goods 
because he wanted to make a profit on them. Your 
honesty is at stake. 

It may be that the goods did not sell because of other 
reasons, reasons quite beyond your control; but you cannot 
sell that same customer again until you have helped him 
move the goods, and satisfied him with your sincerity and 
restored his confidence in you. He is not interested in 
buying goods unless he can resell then at a profit. 

Your goods have no permanent resting place on the 
merchant's shelves. They ought to be in his customers' 
hands. In the first place, your goods were manufactured 
for service. They ought to be in use. It is your duty as 
a salesman to help the merchant get them in use. If he 
cannot get them into the consumers' hands on his own 
ability, you will find it necessary to add some of yours. 

As a salesman, you are in most cases a better trained 
man than the merchant. You are a personal and business 
friend of the merchant. ^ This being the case, you are going 
to take a real interest in his success. He cannot succeed 
unless he sells his stock of goods. He cannot count himself 
successful with your line unless it has brought him a 
profit. 

It ought to bring him a profit equal to expectations at 
least, but as you were honest in the first place, there is no 
need for apologies now. All you need to do is to put your 
shoulder to the wheel and help him out. You can do this 
in many different ways. 
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Conditions that surround the particular merchant will 
show you some of these ways that you can apply. The 
clerks may give you hints. Is his window display attrac- 
tive? Does he give proper care to his goods? Is he ad- 
vertising judiciously? Has he the ability he should have? 

When goods move slow the fault is generally with the 
merchant. If it is with the merchant, you can make 
suggestions that will help him remedy conditions. ^ You 
may be able to work out a sales-plan that will put him on 
the right track, or you may be able to give him some good 
sound business advice that will show him what he needs to 
do to increase his sales. 

Then, if he is a worth-while merchant, you will have him 
as a permanent customer; if he is not a live wire, and will 
not prove profitable to handle in the future, let him alone 
on future trips. 

Whan the Customer Is Not Ready to Buy 

Sometimes a customer will advance the objection that he 
is not ready to buy at the time of your call. If such be the 
case, you must be careful not to be too insistent with him. 
He may be turning you down in a iiice manner; or, again, 
he ma^ want to go over his stock before he orders. If he 
is turning you down, you will want to get at his reason, kU 
real reason; and overcome his resistance. 

Suppose, however, that he desires to go over his stock. 
You must use your salesmanship, and get his favorable 
interest. Be careful when dealing with such a customer, 
as you do not want to offend him. If you are overly 
insistent in forcing a customer's attention, he is likely to 
become angry, and refuse to consider what you have to 
oflfer. 

When the slow buyer wishes to look over his stock with- 
out any suggestions from you, if you insist on helping him, 
he is going to resent it, and you have lessened your chances 
to sell him. 

You can sometimes forestall such an objection by ap- 
proaching the customer with a sample in vour hand that 
will interest him, or with a statement you have found will 
get interestedraUerUion with his particular temperament. 

If you can get him interested on one sample, you can 
gradually get his attention on other samples of your line 
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of goods. Then you can induce him to give you an order 
that will be profitable to both you and hmi. 

When you have a customer's attention and interest, it is 
not so hard to sell him. You can use your regular selling 
talk on any customer, once you have made the proper 
approach. 

When you get a merchant interested in any phase of your 
proposition, either yourself, your house, or your actual 
merchandise, he is likely to become interested in other 
phases of your proposition. 

The hardest part of handling such a customer is to get 
him started toward bu3dng. When you have him started 
toward the sale, he will usually follow along the lines of 
least resistance; and the resiilt of so doing will usually be a 
good and profitable sale. 

Getting the Customer to Order Now 

The scientific salesman makes a success because he renders 
service to his customers. If a customer, for instance, finds 
he is not ready to order because he does not know exactly 
what he needs, it is up to you to help him find out what he 
needs; and induce him to place the order with you. 

As a salesman, you are a business partner of the customer, 
in a real sense; if he needs your help, give it to him. You 
will naturally keep in mind that the manner in which you 
will handle this type of customer depends on the strength of 
his personality, and how positively he makes his objection. 

You will have to adapt yourself to a large nxunber of 
your customers, and if you wSl become all things to all men, 
in order that you may get the resiilt — the completed, 
profitable sale — ^you will be able to congratulate yourself on 
the size of your monthly pay check. 

The customer who is mclined to put off buying can some- 
times be induced to give you an order when you show him 
how much better it is for him to order now, when his stock 
is fresh in mind; or when you tell him you will see that the 
order is shipped to suit his convenience in the future. 

It is seldom, indeed, that a small town merchant does 
not have one or more articles in his stock that need replen- 
ishing; and, if you are so fortunate as to have a line of goods 
that covers this stock, you can help him locate his shortage 
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and then sell him the short sizes or articles to his satisfac- 
tion and to your profit. 

The big buyer, on the other hand, has his regular stock 
reports; he knows just what he has in stock, and what he 
needs. You will hardly meet with an objection from such 
men that they do not know what they need. The bigger 
buyers are particularly on the lookout for better quality 
and lower prices. 

If you are a good salesman and earnestly believe in your 
line, you will have litUe trouble in convincing the average 
buyer that he shoiild at least give you an opportunity to 
show your samples. 

Your house has a limited number of each sample in its 
regular stock. If you fail to sell a buyer on your first trip, 
it is quite probable that he will not be able to get the article 
he wants, or needs, on your second trip. Your house may 
be sold out on that article. Other salesmen may do a big 
business on it as well as yourself. 

Such an argument may induce the buyer to take advan- 
tage of his present opportunity to stock an article in your 
line. Once you have him started, it is up to you to keep 
him buying, until he has completely satisfied his need for 
your kind of goods. 

Making the Customer Feel Your Interest 

It is possible for a good salesman to induce many buyers 
to look at his samples through a personal appeal. You 
might be able to induce a customer to look over your line 
now because you have received instructions from youi 
house to call on him and show him certain articles that are 
big sellers. 

You might say, in such an instance, that it would he 
difficult for you to explain to your sales manager why you 
did not even get the opportunity to show this buyer your line 
of samples. You might also tell this merchant that you 
induced another customer to look at your goods, and the 
other merchant bought a full order from you, because he 
found so many numbers that were exceptional. 

Get the customer to be a good fellow, and do the square 
thing by you; get him to take an interest in you per- 
sonally, and look over your goods because of that interest, 
even if he does not at first feel that he will buy. 
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You are within legitimate bounds as long as you cour- 
teously insist on showing him your goods; but, the moment 
he shows any irritation, back up; and take a **new tack.'* 
Do not under any conditions offend him. You cannot sell 
an irritated customer. You must keep him smoothed 
down; he will not buy unless you do. Get him angry, and 
you will not make a sale. 

It is your business, as a salesman, to keep on the good 
side of your customers and it is your duty as the represen- 
tative of your firm, to make your customer like to have you 
call even if he does not buy. 

Your customer probably knows his business. If he does 
not, give him credit for knowing it anyway. He will not 
give consideration to a boorish salesman. But, he will be 
your friend, and will buy from you if he can use your goods, 
if you treat him more considerately and more like a real 
man than other salesmen do. 

If you cannot get your customer to buy in spite of all 
your efforts, get him to set a date when he will be ready 
to buy, and when you can sell. Then be on the job that 
day. You might even send him a letter a few days later, 
telling him that you will call for his order on the specified 
date. 

When you call on him at the appointed time, he will, 
other things being favorable, give you a good order, as he 
rightly feels that such personal interest on your part should 
be repaid by an order. 

When the Customer Carries a Similar Line 

The customer who carries a line similar to yours and is 
satisfied with it is a hard customer to handle but he can be 
sold. Be sure to get this customer's interested-aUention, as 
you called to sell him in spite of any objections. 

If you are new in the territory, selling him will depend 
entirely on your resourcefiilness and ability as a salesman. 
If you cannot make a sale under conditions such as this, 
make a good impression anyway; for, this impression may 
influence the customer to buy from you at a later time. 

When your merchandise is better than the competitor's, 
you can of course advance the merit of your product 
against that of competitors. 

But, in case your product is about on a par with your 
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competitor's, you will have to influence the merchant 
to buy from you because of your ability to handle men, 
because you are a better salesman and have a stronger 
personality than the other salesman. 

Show your personal interest, talk your service and your 
house service. Possibly you can promise and make good on 
better deliveries and cause the customer to feel that he can 
profit more in money and satief action by handling your line. 

Your customer may be a personal friend of the salesman 
who sells him; but, unless he is a rare kind of a merchant, 
he can be induced to buy your line if you show him that it 
will be an advantage to do so. 

Here is where the Art of Salesmanship is to be considered . 
You are up against a customer who has little or no reason 
for changing; yet you must convince him that it is to his 
advanta^ to buy from you — and you must he ^'abovc" 
board** and consdlentious in so doing. 

Several things that may be considered as valuable in 
bringing about the change to your line are: 

(1) You can give him better quality. 

(2) You can quote him lower prices. 

(3) You can guarantee quicker deliveries. 

(4) You can assure him a better line of credit. 

(5) You can help him through ''selling schemes'' 
that will enable him to turn over your goods, or 
the goods in his stock, more quickly than he can do 
by the competitor's methods. 

(6) Your house may be willing to do some local 
advertising to push his goods. 

(7) You can give him a greater variety of goods 
from which he can select ms stock. 

There are many other reasons you majr add why he 
should buy from jrou, but these are the mam ones; and, it 
is often a good idea to try them out before you make 
another approach. 

You will usually have to offer a real or fancied induce- 
ment to get this merchant doing business with you, until 
such time as you yourself have his full confidence, and he 
buys from you beciause he likes your way of doing business 
and is well satisfied with your goods. 



Digitized by 



Google 



APPROACH FOR INTERESTED ATTENTION 61 

When Anothw Merchant Lost Money on Your Goods 

If a merchant should tell you that he will not buy your 
goods because another merchant lost money on them, 
about the first question you ought to ask him is his opinion 
of the ability of the other merchant, and whether he con- 
siders himself as good or a better merchant than the other 
man. 

If he considers himself more efficient, his admission proves 
that he will not be subject to the same conditions of success 
and failure that the other merchant is. 

If he does not consider himself as good, you will have to 
bring other arguments to bear. The other merchant may 
have lost money on your line because of adverse conditions 
in his locality, which are not true where the present mer- 
chant is located. 

Again, it is possible that the ''failure-merchant'^ did not 
handle other hues successfully. You may be able to show 
the objecting customer that he has made money on articles 
that the ''failure-merchant" lost money on. 

You will be carefxil not to knock the "failure-merchant." 
Say anything good about him that you can. Even if he 
has directly knocked your line, he cannot stop your success. 
He cannot even make a noticeable dent in the amount of 
your sales. Just because a large number of business men 
fail, is no reason other business men will not succeed. 

Conditions are different at different seasons, in different 
communities, and with different merchants. The impor- 
tant thing is to make an explanation that will show the 
merchant that he is going to make good with your goods 
because thousands of merchants all over the country are, 
or because you can name specific merchants who are doing 
so. If you name merchants that he knows, and for whom 
he has respect, that have "made good" with your line, you 
have overcome the objection he advanced. 

It is not always true that a merchant has lost monejr on 
your Une just because this is brought up as an objection. 
There may be many things to be considered in determining 
the reason for the apparent failure besides any deficiency 
in your merchandise. 

The method of handling your line may have been 
entirely wrong. The merchant, in fact, may not have 
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pushed it. It is possible for even a good line to be put in 
stock where it is not called to the attention of the buying 
public and not be profitable. 

If a merchant buries your line of goods underneath the 
counter when he should put it in the front window, or 
display it in his store, or have his clerks push it, he may 
take a year to sell what otherwise might have been sold in 
a month. 
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SELF-QUIZ OB SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



l.'-DO J 8SS THS JMPORTANCB OF **BBJNG MYaSLT' WHEN AP- 
PBOACHJNO A CUSTOMERt 

2.— DO I KNOW THAT OBJECTIONS ARE LIKELY TO BE PRESENTED 
FROM THS FIRST, AND AM I READY TO ANSWER SUCH OB- 
JECTIONS? 

Z.—AM I READY TO FORCE THE INTERVIEW THROUGH THS RIGHT 
APPEALS, IN CASE THS CUSTOMER DOES NOT WANT TO SEE 
ME? 

A.— DO I STUDY MY PROPOSITION FOR THS ANGLE OF APPEAL 
THAT WILL GET ME AN INTERVIEW WITH MY PARTIGU- 
LAB CUSTOMER? WITH MY GENERAL TRADE? 

5.— DO I HAVE A NUMBER OF APPEALS THAT WILL INTEREST 
THE DIFFERENT TYPES OF CUSTOMERS? 

t.-^DO I HOLD THS CUSTOMER'S ATTENTION BY TELLING HIM 
SOMETHING HE WANTS TO KNOW, OR WHICH PUTS HIM IN A 
RECEPTIVE MOOD? 

7.— DO I PERCEIVE THE VALUE OF HAVING THE CUSTOMER SEE 
MY GOODS, AND HANDLE THEM? DO I USE MY GOODS TO 
HELP GET THE INTERVIEW WHEN I KNOW THEY WILL AROUSE 
CURIOSITY, INTEREST, ATTENTION? 

8.--D0 I REALIZE THAT I CANNOT SELL THE CUSTOMER UNLESS 
I CAN GET HIM TO GIVE MS A CHANCE TO INTERVIEW HIU? 

^.—DO I BECOME AGGRESSIVE WHEN I KNOW IT IS THE ONLY 
WAY TO GET THE INTERVIEW? 

10,— DO I MAKE THE CUSTOMER FEEL THAT I HAVE A PERSONAL 
INTEREST IN HIS SUCCESS? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



l.^ILLUSTRATS THE IMPORTANCE OF THE APPROACH FOR IN- 
TERESTED-ATTENTION, 

2.-.JEr0IF WILL YOU HANDLE THE CUSTOMER WHO IS ALWAYS 
LOOKING FOR EXTRA INDUCEMENTS? 

Z.-^ILLUSTRATS BRIEFLY HOW YOU WILL HANDLE TEE **HIGHER 
PRICE** OBJECTION. 
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LESSON NUMBER THREE 
THE EXPLANATION FOR UNDERSTANDING 



THE NEED OF A CLEAR UNDERSTANDING 

IT is not possible for the average customer to want any^ 
thing unless he understands it. He cannot get a mental 
picture of anything he does not understand. He can- 
not; in imagination, conjure up the uses he will make of 
the article, unless he understands how it will be used. Ideas 
and thoughts must originate from understanding; they 
must have something to tie to. 

Your customer cannot have ideas about your goods, and 
an appreciation of their value, unless you can tell him facts 
about them that will stimulate his mind, so he can draw 
from his own experience other facts that will show him that 
your goods are valuable to him, and will fill a need of his 
Of satisfy one or more of his wants. 

What, then, is the salesman's responsibility? It is to 
show the customer the things aboui his goods thai will give the 
customer a clear understanding of them. 

This does not mean that the salesman should show the 
customer all the facts and points about his merchandise; 
the customer may already know considerable about them, 
in which case the duty of the salesman is plain: to give the 
customer ordy such facts and points as will make the cus- 
tomer have a complete and satisfactory conception of the 
goods. 

The customer should know what the goods are, of what 
they are made, the use that can be made of them, wherein 
they differ from similar goods, wherein they will be of 
specific use to himself, and so on. 

If the salesman does not go into detail as far as may be 
necessary he will not keep the customer's interest. If the 
salesman cannot keep the interest of the customer at a 
point where the customer will listen attentively to what the 
salesman is saying, the sale will not be made. 

When the article being sold is one that really will be an 
advantage to the customer in a particular way, the salesman 
needs to tell the customer the things that will help him 
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see the value of the article to the general public, and to 
himself, either directly or indirectly. How this is to be 
done is a question that depends entirely on the customer 
and the article for sale. 

Clearness of Statement Brings Understanding 

The salesman, we presume, has analyzed his product for 
points that will help sell it. In doing so he should have 
gained a knowledge of its makeup, and its advantages over 
competitive lines. He ought to know the quality of ma- 
terials it contains. He should be able to tell the customer 
how it is constructed. 

If the analysis of the salesman has been thorough, and 
the salesman himself has a practical knowledge of his 
product, he will be able to tell the customer what he has 
seen in it, heard about it, and how he himself feels about 
it. In fact, such a salesman is able to clearly state the good 
qualities in his goods, leaving the minor points to be used 
in case the customer makes objections. 

There is one practical way to give the customer an under- 
standing of your merchandise. This is to state each fact 
clearly. You cannot be dear imless you know what you 
are talking about. You cannot know that what you are 
talking about will be clear, unless you have applied your- 
self to the study of your merchandise. 

If the customer asks your name, you can tell him. Yet 
the customer, if the article you are selling has commercial 
value, is not so much interested in your name as he is in 
the name of each part of the article you are selling. You 
should know such names, and be able to clearly explain 
what the customer ought to know about each point. 

You can tell the customer your business; you are a 
salesman. Therefore, you should be equally capable of 
telling the customer the value of your goods in such a way 
as to make him want them. You should study your goods 
so you can make plain what the customer needs or wants 
to know about them so as to understand them. 

Now that you see the importance for getting a clear 
understanding of your goods, we want to call your atten- 
tion to the fact that the lessons on language were put in 
this Course for the purpose of making you more competent 
in the use of words in expression. 
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The English language is very expressive. You can make 
it get perfed resvMa for you, if you apply what we have 
outlined in this Course; but if you negUd to make clear 
statements, in an impresme manner, and with an ease of 
expression that makes the customer feel y6u know what you 
are talking about, you will not be able to get fvU under-- 
standing on the part of the customer. 

Importance of a Clear Line of Thought 

In studying your line of goods it is very important that 
you have a clear and logical line-up of ideas and facts that 
will help you to present them. When you Une up your 
sales-talk on paper, you must put each sales argument in 
logical, persuasive shape. 

In this Course we have dwelt upon the need of correct 
reasoning and the i^e of suggestions. You can get a clear 
Une of presentation if you write out your ideas and facts 
before you begin to present them, understanding of course, 
at the time you are writing them, that you must adjust 
yourself and your sales4alk to different customers. 

It may seem hard for the Ix^ginner salesman to line 
up his sales talk in a logical manner, but it is not 
difficult at all if you study your goods, and the uses a cus- 
tomer can make of them, and \ny literature or catalogs 
issued by your firm. 

Write down the facts about your goods, and the buying 
motives that you can appeal to in selling them. Do not 
consider the points you can ma^e in a sales-talk from the 
standpoint of the merchandise alone, or from the stand- 
point of the customer alone. 

You must consider both merchandise and customer. You 
should make a dovbk-appeal ^hen delivering your sales- 
talk. It is seldom sufficient to convince the customer that 
he needs goods with the qualiti'38 you describe, unless you 
can give him an understanding of your goods that will show 
him the qualities you describe are in your goods. 

Once you have your ideas down on paper, classify them. 
This Course is a classified coi^rse. We have discussed 
different phases of salesmanship in different lessons. We 
have discussed larger phases in different books. You can 
classify your goods in the same way. 

The purpose of these lessons on '^Mok^'iig the Sale'' is to 
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give you a method of classifying your selling points and 
the buying motives, so you can use them in a sales-talk and 
demonstration. 

After you have written down all the points you can think 
of, you will immediately classify them under the Approach 
for Interested-Attention, Explanation for Understanding, 
Demonstration for Belief and Desire, Answering Objections 
for Decision, and Closing for Immediate Favorable Action. 

Arranging Points in Natural Order for Unity 

It is possible for a scientific salesman to arrange the points 
that he will present to the customer, so the customer will 
see the merchandise from the salesman's standpoint. When 
you make a careful analysis of your goods, you will be 
forcibly impressed by certain outstanding features of them. 

These outstanding features are the salient points that 
might be used in beginning the explanation to the customer. 
Indeed, it is sometimes necessary for the salesman to tell a 
story about his goods before the customer can understand 
his description and explanation of them. 

How goods are to be presented to a customer depends 
on the kind of goods as well as on the customer. If the 
customer lacks technical knowledge of the merchandise you 
are selling, you must apply such knowledge. 

If, on the other hand, the customer has a good technical 
knowledge of your kind of merchandise, but is not familiar 
with special qualities or elements that enter into your 
particiUar merchandise, you will have to supply the missing 
links that will enable him to see your goods as you see them. 

You must keep in mind, however, that the average 
customer does not know much about your goods. You 
may have to teach him as you would teach a child the 
alphabet. You may have to illustrate your points with 
sketches or outlines, as well as with word-pictures. 

Describe your goods so each customer will understand 
them. You would not appeal to a customer who is a 
business executive in the same manner that you would a 
customer who is a minor employe. 

It is also true that the employe might know more about 
your goods, if he is familiar with them, than the executive. 
Less explanation would be required to show their value to 
the executive, who knew nothing at all about them. 
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These phases should be kept in mind, and the efficient 
salesman makes good because he has this power to dis- 
criminate, and to adjiist himself to differerU types and tem- 
peramenta of customers, and to the different grades of 
knowledge as to his merchandise. 

Supporting Your Points by Illustrations 

As far as possible use illustrations that can be easily 
appreciated as true by your customers. Deal with every- 
day facts that everybody knows. If you cannot prove 
your points without using a "far-fetche!d" illustration get 
more points and study those you have, so you can make a 
practical iUiistration that will cover them. 

Keep your feet on the groimd. Your customer will give 
your goods credit if you can make him understand them. 
If you fail to get his appreciation of their value, he will 
not buy. 

Your purpose, then, is to make the customer understand 
what you Imow about your goods. The illustrations you 
choose should fit close to the life of the customer. Learn 
enough about the customer to make your proposition 
appeal to his general experience, knowledge and observa- 
tion. 

You can get better understanding for your proposition 
if you explain how a certain customer of yours has made 
actual practical use of your goods. If this customer you 
have referred to happens to be a practical man like the 
customer you are dedmg with, all the better. For instance, 
use a bricklayer illustration to appeal to the bricklayer; a 
carpenter illustration to appeal to a carpenter; a mechanical 
illustration to appeal to a mechanic; and so on. 

You will not get very far with your customer, however, 
unless your illustrations are true to facts as the customer 
understands them. 

If you do not know much about carpenter work, better 
use another illustration, rather than run the risk of showing 
your ignorance of this subject to the prospect who knows 
his business. When you use an illustration, you should be 
sure of the facts you state before stating them. 

Narration, Description, Exposition 

From the book, ^'Language and Persuasion," you have 
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had Narration, Description, and Exposition explained to 
you. Each of these forms of discourse will prove valiujible 
in getting understanding. If the customer will have a 
better understanding of your goods when you tell the story 
of their creation and development, do so. 

If the customer wiU need explanations, as well as an 
actual demonstration of your goods, see that you take care 
in making each point you describe clear, and that you 
make the explanations that insure adequate knowledge on 
the part of the customer. 

You will see from this, if you use your reasoning power, 
that Narration, Description, and Exposition each have a 
part in getting understanding of your merchandise; and 
that it is through a knowledge of how to tell a story, how 
to describe a product from the practical or the artistic side, 
and how to explain your points clearly, that your customer 
will understand you. 

In getting imderstanding, it may be a decided advantage 
to prepare your sales-talk through incorporating these 
three elements into one strong ouUine that will insure your 
customer knowing all he needs to know about your goods 
to buy them. 

If you can describe your goods, and explain their uses 
to the customer, and at the same time weave a story around 
them, you will be able to make a deeper impression on the 
mind of the customer. 

This impression is important, for it is on the depth of 
the impression that you make at the time of getting under- 
standing, that you can build belief and desire and finally 
dose the sale. You can give your customer a strong im- 
pression of the value of your goods if you present them 
rightly — so he will fully understand why, where, and how 
your goods are made. 

Weaving Your Points into an Interesting Story 

A good story-teller is always welcome. We all like to 
hear a good story. In the early days, before books were 
printed, the story-teller was an important personage. 
Some of the most interesting stories you have heard were 
about things, instead of about people. 

The art of telling a good story is not a lost one; it has 
simply changed its place — ^it is now used by the salesman 
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and advertiser to give the buying public a better under- 
standing of the goods to be sold. 

It is much easier to sustain interest through a well-told 
story than it is to keep the customer's attention through 
dry facts, and the salesman who makes the right appeal is 
the one who weaves his selling points into an interesting 
story, that will appeal to the customer, while describing and 
explaining the merchandise he is selling. 

If the salesman is a good story-teller and can present his 
points with deamesSy with force, and with due regard for 
expressiveness, the customer will have his attention riveted 
to what the salesman is saying. 

This is especially true when the salesman is sincere in 
his statements, and is enthusiastic over his goods. It is 
hard for a customer to turn away from a pleasant-voiced 
salesman and refuse to listen to a story of commercial 
advancement as represented by the degree of perfection 
in that particular salesman's goods. 

In fact, if the salesman has trained himself, the customer 
will become so interested in hearing what the salesman has 
to say, in getting information wUch he believes will be 
valuable, t^t he will not want the salesman to stop. 

This being the case, the salesman who has story-telling 
ability and who will apply this ability to his merchandise, 
and make practical use of it to increase his sales and income, 
is more progressive than the salesman who does not have 
the ability to use this means to make things clear to the 
customer. 

Even if the salesman is not naturally a good story-teller, 
he may win better siLCcess by development along this line 
than the naturally-equipped salesman who does not improve 
his talent for interesting customers. You can cultivate the 
art of telling about your goods through study, experience, 
and common-sense. 

Learning What Customers Know About Your Goods 

You will save much time by finding out what the cus- 
tomer knows about your merchandise. If he knows your 
goods, you can at once begin to get Belief and Desire. 

If, on the other hand, he has absolutely no knowledge of 
the article you are selling, it is necessary that you explain 
it to him in the simplest manner, so he can get the facts 
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about it; and construct a mental picture of its qualities 
and advantages. 

Scientific salesmanship is efficient selling. Efficiency 
teaches us how to get the best results (wMch refers to 
quantity and quality) in the quickest, cheapest, and easiest 
manner. Scientific selling means making sales with the least 
expenditure of tims, effort and money. 

The salesman who begins to find out what the customer 
knows about his proposition before going into detail is the 
most efficient salesman; and he therefore has a greater 
chance for success in selling that customer. 

It would be folly for you to state and re-state facts the 
customer already knows and accepts as true, unless by so 
doing you are more sure to sell him. When you read a 
book once, you usually find it difficult to re-read it. You 
cannot possibly have the same interest during the second 
i*eading as you had in the first. 

Even if you cannot remember what the book had in it 
after the first reading, when you re-read it, you find that 
you are anticipating the story, and that as you come to 
each part of it, you recall it from your past reading. 

The same condition is true, when you deal with a cus- 
tomer. If he knows the facts about your goods, he is not 
going to be especially interested in having them drilled into 
his mind over and over again. He will only be interested 
when you can give him new ideas, new appeals, and new 
ways of using your goods. 

It takes action to hold a customer's attention; and the 
scientific salesman succeeds because he keeps his customer's 
interest changing from one point of excellence in the goods 
to another point. You will be a better salesman if you can 
keep your customer interested without too much repetition. 
You may have to repeat, but, as a rule, see that your 
repetition is the repetition of a thought that will lead your 
customer toward the point of buying, and not undue repeti- 
tion of a demonstration or sentence. 

Supplying Customer with Needed Information 

As you proceed with your explanation, the customer will 
indicate, by word or action, that he does not understand 
certain phases of your merchandise. It is then necessary 
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to explain these phases in detail, until he intimates that he 
now understands them. 

In your dealing with many customers, you will soon learn 
how much you need to say about any particular phase of 
your goods to get complete imderstanding. 

It is possible to take any phase of a subject, or point 
that you might make, and keep on adding to it indefinitely; 
but doing this will not make selling easier. You must be 
sensible, else you will not sell your product. You should 
draw the line when you have given the customer enough 
information to satisfy the needs of the sale. 

It might even be that the customer could "tie you up" 
by asking too many questions. We know of a farmer, 
narrow-minded and prejudiced, and ignorant on general 
subjects, who was a past master in the finer points of gram- 
mar. He did not lack on this point. He was only fairly 
proficient in the use of language but he could trace almost 
any word back to its origin. He could stump college pro- 
fessots with his questions. Yet, the man himself, outside of 
his knowledge of grammatical forms, knew little of the rules 
of composition. He was one-sided. 

Whenever you get a customer like this farmer, keep him 
on the main track. Supply him with any information he 
needs. You ought to know considerable about your goods; 
but, when you lack certain information, which you have 
possibly never been asked to produce before, and which 
you did not realize would be of value, try to switch him ojBf 
from his "one-track'' idea, into an appreciation of what 
your goods will do for him, and how he can profit by them 
or use them. 

At the same time, decide that you will post yourself on 
the point he has advanced, and try to think out an explana- 
tion that will be satisfactory, and which will enable you to 
sell him. 

Dra.\^ng upon Your Analysis of the Goods 

In the foregoing instance, where you were "stumped" by 
a customer who was possibly only looking for a chance to 
trip you up, and then refuse to buy, the only method that 
will enable you to save yourself is a knowledge of the 
arguments you have evolved through the analysis of your 
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merchandise^ which we explained in the first part of this 
Course. 

Facts are stubborn things; they are not always easy to 
overcome. But see that you have the facts on your side. 
If the customer is able to make a real objection to your 
explanation, you ought to have sufficient additional facts 
at your command to overcome it, and thereby be able to 
carry him on through the sale. 

It is no easy matter for a sales manager to impress on 
the average salesman the necessity for getting facts about 
his goods. Many salesmen want success to come to them 
without real persevering and persistent efforts on their part. 

But, success does not come that way; it comes from ana- 
lyzing the customer, the goods, the conditions surrounding 
the customer, the use the customer will make of your goods, 
in living up to your house poUcy, in keeping your thinking 
power on edge, and by making the right appeals to your 
customers. 

You are going to get but of selling what you put into it. 
It may seem hard to sell goods, but it is easy to sell goods — 
and get the freedom from supervision that comes with it, 
and the opportunities for education, travel, experience, 
friends, as well as larger income and independence. 

What you learn about your goods by analyzing them 
from all standpoints, their makeup and history and use to 
buyers, will also help you in improving your own chances 
of advancement, for the habit of analysis will show you 
opportunities in business that you would not be able to see 
without it. 

Success comes to the discerning salesman; if you know 
more and can learn more and have a greater fund of facts 
at your command, you will succeed better. 

Understanding Each Point Well 

Either from past knowledge and experience, or from your 
present description and explanation, your customer should 
have a clear-cut understanding of your merchandise. He 
must know enough about your goods so that he can make 
use of them when he buys them. 

In . some cases, you will find it impossible to give 
him as exact a knowledge as he will require to make 
actual use of them; but the customer, even though he will 



Digitized by 



Google 



THE EXPLANATION FOR UNDERSTANDING 77 

not be able to use your product without additional explana- 
tion, needs to have enough knowledge to know that the 
actiial use of your merchandise will not be difficult for him. 

An illustration of this was given when a salesman took 
his sales manager to see a customer who had been canvassed 
time and again in regard to purchasing an automobile. 
The salesman said to the sales manager before calling: "7 
have talked eamestty^and often with this prospecty but I donH 
seem to be able to sell him.^' The sales manager went with 
the salesman to call on this particular customer. He asked 
the customer outright: "TFAy don't you buy our auiomobileV* 
The customer said: ''Because I don't know how to run it** 

Unless you give the customer a good knowledge of each 
point in your goods that he needs to know, you may lose 
sales on such an insignificant objection as the above cus- 
tomer made. 

The salesman would have made the sale at the start if 
he had asked a few minor questions and explained the ease 
with which the automobile could be operated. 

All the customer wanted was an assurance that he would 
be taught how to run the car, a thing which the salesman 
could easily have done in less time than was wasted in 
calling on the sales manager for assistance. 

Never be ^'stingy'^ with information. Never look down 
on the customer because he does not understand your goods. 
Even if you are selling a well known article, give the customer 
the right to a^k questions; and let him make his objections 
without answering them with a superior air. 

It makes no difference whether you think he should know 
more or not; the important factor to be considered is that 
he does not know, that you are his legitimate teacher, that 
you can educate him to the use of your goods, and that in 
doing so you have an extra chance to gain his gratitude for 
teacUng him something he did not know; a gratitude that 
will help you make the sale. 

Pictures, Drawings, Samples, Models, Etc. 

The salesman should have with him at the time of the 
sales-talk and demonstration those things which will help 
to give the customer an understanding of his merchandise. 

Many up-to-date houses furnish the salesmen working for 
them with pictures, drawings, blue-prints, samples, models, 
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etc.; as well as definite information concerning the goods to 
be sold. Much of our knowledge comes to us through the 
eye; in fact, the sight is the most efficient sense in the 
average man. 

A more direct appeal can be made to a customer through 
this sense than can usually be made through any of the 
other senses. While the scientific salesman does not neg- 
lect the other senses, he makes as powerful an appeal as he 
can through the sense of sight. 

Drawings have as strong an appeal to the sight as a 
picture, especially when the salesman points out the par- 
ticular points he makes to the customer. Samples, of 
course, can be handled as well as seen, and they are there- 
fore useful in giving the customer a correct idea of the goods. 

Under models would come a demonstration of mechanical 
devices through miniature devices containing all or some of 
the principles of operation of the larger machine. 

In fact, models might be made of statues, buildings, etc. 
When an architect is especially anxious to get a large job, 
he might even go so far as to show exactly how that com- 
pleted piece of architecture will look through a model he 
has constructed. 

These are suggestions only. What will appeal with 
your line of merchandise is a matter for your judgment, 
the judgment of the other salesmen with your house, and 
the judgment of the employing house. Customers often 
make suggestions which you can in turn give your house. 
Such suggestions often enable a salesman to increase his 
sales. 

There is no doubt of the value of using anything and 
everj'^thing that will interest the customer in getting a clear 
and distinct mental picture of your goods. 

Comparison, Illustration, Contrast, Etc* 

When the customer knows something about your com- 
petitor's goods, or about similar lines which are sold in his 
territory, you can compare your goods with the goods of 
the competing house. This should be done in such a way 
that the customer will see especially the good points in your 
merchandise, and will see that your goods are better than 
the competitor's. 

Do not tell the customer that the competitor's goods are 
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not worth what he asks for them; but impress upon him 
the superior value of your product. 

Do not 'Imock" the competing goods. Boost your goods. 
You want to make sales in the bnest and most scientific way; 
you can only do this when you spend your time and expend 
your eflfort in advancing your cause, and not in belittling 
the competitor's. 

Your attitude should be, when the customer calls your 
attention to some good argument in favor of other goods: 
" Yes, Mr. Brown, I agree with you. That is a good piece of 
goods. But you ward the best. Look at the quality of this 
piece. See the workmanship. Notice how pleasingly the 
colors blend." 

By making positive suggestions of this sort, the customer 
sees that you are so sure of your goods that you do not feel 
obliged to notice competing merchandise. He becomes sure 
your goods are right because you are sure they are right. 

His merUal attitude becomes the same as your own. 

If you are fault-finding and bickering, he also takes on the 
environment you create; if, however, you are fair with 
other goods, and give credit for any good points he makes 
about them, he wiU naturally follow your example and give 
credit for all the good points in your goods. 

Compare your goods with your competitor's when you 
know they will appear to advantage. For instance, if the 
customer shows you a competitor's product, it might be 
well to lay the two articles side by side and show the advan- 
tage of your own. 

The competitor's price might be less than yours — in which 
case you mil show the quality in your goods as the reason for 
your higher price. You must charge more because your 
goods are worth more. If the price of the competitor's 
goods is the same as yours, talk about the quality of your 
goods, prompt deliveries, service, etc. 

Do not under any conditions give too much attention 
to the competing merchandise. Say what you have to sav 
about it and then lay the matter aside. Then start to talk 
to him about your goods or service. Show him the g^lity 
and valu^e and reasonable price; anything that will biuld up 
a positive idea of your goods in his imagination. 

Make your customer feel that your goods represent a 
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greater value than other goods from the manner in which 
you handle them, speak of them, and demonstrate them. 

Reference to Experience of Customer 

The customer^ even though his experience has been 
limited, is proud of what he has learned from it. When 
vou have studied your man, or can get points of value from 
him as you proceed with your sales-talk, or when you know 
from the line of business he is in about what experience he 
has had, connect your proposition with his experience. 

Make him understand that you appreciate his position 
in life. Get him to asking positive questions about your 
goods — questions thai will help you sell him. You can often 
make a statement that will make him eager to know more 
about what you have to sell. When you have had 
experience in dealing with different types of customers, you 
will find this easier to do than at the beginning of your 
selling career. 

Once the customer is induced to ash questions^ you have 
him where you want him. He then begins to feel that he 
is buying. If he gets the information he is after, he will 
feel obliged to buy — as he has convinced himself. 

If a man convmces himself, it is hard for him to back 
down. He has proved to himself that he understands your 
goods, and when he asks questions he proves he has a desire 
to use them. 

When yon have satisfied him on all questions he has 
asked, it is time to close as you have exhausted his stock of 
objections, and have convinced him; but, keep his thoughts 
concentrated along the lines he must go to finally buy. Do 
not let him get away from you. Keep him down to the 
sale. If you properly apply the principles of salesmanship 
you have learned, you will be able to "hold the reins" on a 
customer and guide him to the objective point — ^the Sale. 

Reference to the Experiences of Others 

Should the customer mention the experience of another 
customer with your goods or similar goods, you will often 
be able to turn this into a positive point in favor of them. 
If others have made good with your line, and the customer 
knows it, he ov^ht to buy; and you can convince him that he 
should understand your gooas, for once he understands 
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them, he will buy as the other merchant or customer has 
done. 

The fact that another customer finds your goods all they 
should be, should appeal to the present customer, as he is 
surely able to appreciate a good thing the same as the other 
man did. He does not want to be left behind in the march 
toward success while his neighbor or business friend forges 
ahead with confidence and with your good line. 

In case the customer does not know any one who uses 
your merchandise, you can draw such illitstrations from your 
own experience. You can tell him of conditions that you 
have met, which are similar to his, or which contrast with 
his, where the customer has found it decidedly advantage- 
ous to buy what you are selling. 

You can show him the quality and value of your mer- 
chandise by showing him the use this other customer made 
of it. He will be interested if your story is well told. 
Play safe, but be courageous. Be able to advance a story 
or an experience that you think will help him to understand 
your goods, but in case you give him a negative conception 
— which you would not have thought could be drawn from the 
illustration — gracefully back down, and come back with 
something that will positively affect his attitude toward 
your merchandise. 

Supplying the Customer with Needed Facts 

What your customer knows about your goods depends 
on his inielligence, his experience, and his acquaintance with 
what you are selling. If he knows your goods, you will 
find it comparatively easy to see that, he gets any additional 

{acts he may need; and then you can go right ahead into 
)uilding belief and desire, or perhaps only desire, depending 
entirely on how he feels toward your product. 

The important thing is to waste no time. Time is 
valuable and the sooner you can get a customer's name on 
the dotted line, the better it is for you and your house. 
It would show poor judgment for a salesman to deliver 
a complete sales-talk to each customer. It shows good 
judgmerd when the salesman adapts himself to each indi- 
vidual customer, and delivers only thai part of the sales-talk 
that the particular customer needs to understand the 
merchandise. 

Vol. VII— « 
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If a customer has a desire for your goods, but lacks exact 
knowledge of them, tell him the main facts and get his 
signature. After you have the order, you can explain the 
tlungs he does not imderstand in detail. 

Although we take up the sale in five distinct states — 
interestedroUentian, understanding, belief and desire, decision, 
and action — ^it is not always necessary for the salesman to 
go into details with each of the steps. 

If one of the steps is made unnecessary because one of 
the above-mentioned states is established in the customer's 
mind, slide over it into the next. You can soon become 
intuitive enov^gh to see when the customer does not need a 
particular step. 

Understanding may be all a customer needs to make the 
sale. When this is true, the salesman should close here, 
and not go through the complete sale. 

Getting the Customer to Acknowledge Strong Points 

After you make a strong point in favor of your goods, get 
the customer to admit you have made it, and that he 
understands it, and knows you are appealing to him on 
a reasonable ground. If you do not he may foreet the 
point later. He may, in fact, be ^'gathering wool, which 
means that his mind might be anywhere but on your goods. 
Keep your customer's attention. If each man was as 
interested in buying your merchandise as vou are in selling 
it, you would experience no diflSculty in naving him keep 
his mind on your goods, and what you are saying and 
doing. 

In order to command attention, you must keep the cus- 
tomer interested. You cannot ^*drag ov£^ your sales-talk, 
neither can you deliver it more quickly than the customer 
can imderstand it. You must adapt yourself to the indi- 
vidual with whom you are doing business. 

If he is a slow-acting type, talk slowly, and give him 
time to turn over each point you make in his mind before 
you advance another. If he is a fast thinker, and this you 
can usually tell from the manner in which he talks, do not 
hold him back, but try to give him facts as fast as he can 
take them. 

Do not under any conditions over-talk. You do not 
sell through the amount of conversation btU through the 
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qiMiKty of conversation. It is the points you make, and 
the positive suggestions you give, whether direct or in- 
direct, that sell your goods. 

Save your energy. Spend your energy on many custom- 
ers, and not on only a few. The controlled salesman 
makes the most sales. Do not be dead to the world; be a 
live wire but one who gets results in a quiet, thorough way. 

Building Confidence in and Desire for Goods 

All through '^understanding'^ you have been telling the 
customer facts about your goods so he will understand 
them well enough to want them. Next you come to 
awakening his bdief in what you have to say. If your 
explanation for understanding has been thorough he will 
already believe in your goods. 

But, he may not be ready to buy. You want to make 
the sale. His desire for the goods may still be dormant. 
He may have a thorough knowledge of your merchandise, 
and yet have no desire for it. He may not even truly 
believe some of the points you have made. 

In the following lesson we will take up these points 
and show you how you can bring about Belief and induce 
Desire. We will discuss different phases of proving your 
statements in the same lesson. We will, in fact, take you 
another step through the sale. 

Your customer, even though his understanding of the 
goods is perfect, may not be sold. He may be only par- 
tially convinced. Then you have to deliver another phase 
of your sales-talk before closing. 

You have to make the customer /eeZ as you do about your 
goods. You would buy them if you were in his position. 
Now you are going to enthuse him. You must stir him 
up. He is capable of enthusiasm, and you are trained to 
make him show it. 

Once you get him aroused, he must do something. You 
are going to be the pilot of his "feeling-ship,*' and when 
he gets under a full head of steam, you are going to guide 
him into the port called "made-sale." 

You might have stirred up his desire for your goods 
before you begin to "put on steam" yourself, in which case 
you would close him immediately. But when this is not 
the case, you continue with your sales-talk in regular order. 
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SELF^QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



1.— DO / REALIZE THAT MY CUSTOMER CANNOT POSSIBLY WANT 
MY GOODS UNLESS I CAN MAKE HIM UNDERSTAND THEMt 

2.— DO I PERCEIVE THAT THE FIRST ESSENTIAL TO A COMPLETE 
UNDERSTANDING OF MY GOODS IS CLEARNESS OF STATE- 
MENTt 

Z.—DO I SEE THAT I CANNOT MAKE CLEAR STATEMENTS ABOUT 
MY MERCHANDISE UNLESS I MYSELF UNDERSTAND MY GOODSt 

A.—DO I ARRANGE MY POINTS IN A NATURAL, LOGICAL ORDER, 
THAT MY STATEMENTS MAY EASILY BE UNDERSTOOD BY 
MY CUSTOMER? 

5.— DO / USE ILLUSTRATIONS TO MAKE MY POINTS CLEAR? DO 
I POINT OUT SPECIFIC POINTS MY CUSTOMER SHOULD UN- 
DERSTAND IN DETAIL? 

t.^DO I LEARN WHAT MY CUSTOMER KNOWS ABOUT MY GOODS, 
80 I NEED NOT REPEAT POINTS HE KNOWS BUT DWELL ON 
WHAT HE DOSS NOT KNOW? 

7.— DO I DRAW UPON MY ANALYSIS OF MY GOODS, AND USB THE 
POINTS FROM THAT ANALYSIS TO GET COMPLETE UNDER- 
STANDING ON THE PART OF THE CUSTOMER? 

8.— DO / MAKE EACH POINT CLEAR BEFORE TAKING UP ANOTH- 
ER? DO I MAKE USE OF PICTURES, DRAWINGS, SAMPLES, 
MODELS, ETC., TO WIN? 

9.— DO / REFER TO THE EXPERIENCE OF MY CUSTOMER, OR TO 
WHAT HE KNOWS IS THE EXPERIENCE OF OTHERS, TO SHOW 
HIM THE VALUE OF MY MERCHANDISE? 

10.— DO / GET THE CUSTOMER TO ACKNOWLEDGE BACH STRONG 
POINT I MAKE, BUILD CONFIDENCE IN AND DESIRE FOR MY 
GOODS, AND TRY TO CLOSE THE SALE? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



L-^WHAT PARTS OF DISCOURSE HELP THE SALESMAN TO EX- 
PLAIN HIS GOODS? 

2.'^TATE THE VALUE OF ANALYSIS AS YOU NOW SEE IT IN RELA- 
TION TO THE SALE, 

9.-— UNDER WHAT CONDITIONS SHOULD YOU ATTEMPT TO CLOSE 
AFTER MAKING YOUR EXPLANATION? 



Digitized by 



Google 



STUDY UNIT NUMBER SEVEN 
LESSON NUMBER FOUR 



DEMONSTRATION FOR BELIEF AND DESIRE 



Digitized by 



Google 



Digitized by 



Google 



BEUEF AND DESIRE 87 

LESSON NUMBER FOUR 
DEMONSTRATION FOR BELIEF AND DESIRE 



INTEREST AND UNDERSTANDING MERGE INTO 

DESIRE 

ASSUMING that your approach has been right, that 
it has appealed to the customer, that you have your 
customer's interested-^ittentionf and that you have 
explained your proposition so the customer understands it, 
the next logical step is the demonstration for belief and 
desire. 

It must not be assumed that the explanation and the 
demonstration are always separate — ^they may run along 
together logically and bring the customer to the point where 
he will buy. 

For the purpose of this Course, and so you may see the 
relation of each part of the sales-talk and the states induced 
in the customer's mind with reference to every other part, 
we take up each part separately and in logical order. 

The sale itself is a whole. But it may b^ divided into 
small parts; each part of which is important. The sale 
may be likened to the subject of a complete book, each of 
the parts is a chapter, and to complete each chapter many 
paragraphs are required. The chapters of a book may 
sometimes be arranged in different order without destroy- 
ing in the least the value of the subject matter. 

Note that't^^e do not say that the chapters of the book 
need be any the less effective if they are changed, although 
such might be the case if the subject was one that required 
a definite logical arrangement. 

If any chapter in the book were taken from another 
book you had read, or was culled out of different books you 
had read, you might omit such chapter without in the least 
hurting your knowledge of the subject matter in the book. 

The customer is in much the same position. He can well 
afford to miss any statements you might make about your 
goods that he already understands. He can also afford to 
lose any appeals you might make on which he is already 
convinced. He further may not even need a strong close 
to get him to sign — he may already be sold. 
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Tell the customer what he needs to know. If he does not 
need to know anything at all, and is recLching out for your 
merchandise, and ready to sign the order as soon as you 
call on him, dose him on the spot. Be efficient and sensible. 
Be a good salesman because you know how much you ought to 
say, when to stop talking, and when to get action. 

The Purpose of Belief and Desire 

Without good red blood there is no health or energy of 
body. Without strong desire there is no health and energy 
to the sale. The blood runs through the body in much the 
same way that desire extends itself throughout the sale. 

It is quite true that the body may take up the blood at 
any stage of its progress through the body; it is just as true 
that the desire of the customer is likely to terminate in 
action, if you suggest it, before the end of the sales talk. 

Carrying our illustration one step farther, desire m^y not 
reach the terminal point of the ssde at the first time you 
call on the customer, any more than the blood is relieved 
of its nutriment on one trip through the body. 

The purpose of desire is to get action. We all desire 
things that will add to our physical, mental, and moral 
well-being. We desire things that will increase our pleasure 
or decrease our pain. We want to avoid unpleasant things, 
and we want to get in touch with those elements that will 
add to our happiness and prosperity. 

The mere fact that you tie your goods up to the customer's 
needs or wants influences that customer in favor of them; 
yet he may not be influenced to the extent that he is ready 
to buy, and for this reason there is a definite place in the 
sale where you can make use of this powerful factor, and 
develop it to further your ends. 

If all customers were ready to buy after understanding 
the goods, there would be no need for getting belief in your 
statements or cultivating a desire for your merchandise. 

In this respect, your goods may be considered like a new 
article of food — ^you must get the customer to like it before 
he will want it. You must train his taste. You must 
teach him, of course, before you begin to train his taste; 
but you must train his taste regardless of how well taught 
he may be. 

Some lines of merchandise appeal to a customer strongly 
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because of his previous experiences with similar goods. 
Some have but little interest for him; while others have no 
direct relation to him that he can see oflf-hand. The 
amount of energy you must expend to work up a desire for 
your merchandise, on the customer's part, depends entirely 
on the amount of desire he has for it after you have ex- 
plained it to him. 

Demonstration and Its Relation to Belief 
and Desire 

Experience and Investigation have proved that by clas- 
sifying the demonstration for belief arid desire as the third 
step in the sale, the best results will be secured. 

You have seen, from the outline we have given you, that 
the demonstration is sometimes very closely connected with 
the description and explanation of the merchandise. In 
some cases it forms a separate step, and in order that you 
may be adequately prepared for any emergency, we will 
make a separate lesson of this part of the sale. 

In getting interested-attention on the part of the customer 
you have made positive statements which the customer 
does not disbelieve, but proof is needed. In the explanation 
you have made other positive assertions, and it is your duty 
as a reasoning salesman to back them up with facts. 

The demonstration is the part of the sale where you can 
do this. In the explanation for understanding you may 
have told the customer how your goods will be of value to 
him — there you have appealed to his self -interest. Now you 
must back up your statements or lose the customer's con- 
fidence. He has been taken advantage of before, and he 
will not believe you unless you present facts and prove 
your statements. 

He sees you will profit by making the sale to him — ^you 
will get his order and therefore his money. He is not quite 
so sure he will profit as he is that you mil. You must get 
his confidence in you established. There is nothing that 
will equal facts and still more facts on which to rest confi- 
dence. In a word, you should be able to prove every 
statement you make. 

It is very easy to talk. But to produce fads thca appeal 
to the customer as being true, and worthy of his attention, 
you must be able to demonstrate your goods to his satis- 
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faction. Even if he desires your goods, and if they have 
the qualities you state they have, he may not buy unless 
you prove your statements. 

Use your powers of persuasion, work on the customer's 
feelings and mentality. Show him how you can fit your 
goods to him, and that each statement you have made 
about your goods is sincere, and **proves up'^ with what he 
himself knows, or is willing to believe. 

Appeal to his sentiments to increase desire, and when you 
have him aroused, if he is fully convinced, he will buy. 

If he is not fully convinced, he will oflfer some objection, 
even though he desires your goods; but you need not worry 
about his objections, for you can overcome them as they are 
made, and intensify his desire until you bring him to the 
close of the sale — and immediate action. 

What Things to Show in Demonstration 

Show the positive side of your goods. Your goods may 
have faults, but if they fulfill the purpose for which they 
are made, you need not fear to sell them to the customer. 
He needs them and wants them. He wants to know about 
them. 

If you are selling a machine of some description for 
store, oflBice, or factory use, the customer will be interested 
in' a demonstration that will give him a clear idea of how 
it will operate when in his possession and what it will do 
for him. 

Suppose, for instance, that you are selling the customer a 
gasoline launch. Take him out for a ride in it. Show the 
ease and practicability of its operation. Show him how 
many miles an hour it can make. Show him how easily it 
skims over the water. Show him the upholstery, the 
quality of its fittings and the nicely painted interior and 
exterior. Tell him of the value of the material that enters 
into its construction, of the skilled workmen required to 
construct it, and further, of the trial trips it has taken to 
test its reliability. 

Never neglect the desire side of your customer. You 
can appeal to his sentiments in awakening within him a 
desire to own your launch. He will begin to think of it as 
his, and of the use he can make of it. Stimulate such 
thoughts by telling of the fine vacation trips and the 
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pleasure and better health that ownership will produce for 
his family and himself. 1 

If he has a family of five, show him how easily the boat 
will take care of all of his family. Get him to think of the 
boat in its relation to himself, his wife, his children and his 
friends. 

He can use it for fishing trips. He can demonstrate its 
speed to his friends. He will want to know the pleasure 
and satisfaction of controlling a boat of his own. 

Show him the prominent people who own boats, and 
mention Mr. Blank who runs his own boat which he bought 
from you, and who certainly is a satisfied customer. 

You can make your customer feel that he miist have (hat 
boat, even if he has to borrow money on his life insurance 
policy to get it. Get his desire aroused throu^gh the buying 
motives, and you have him just where you want him — 
ready to act. 

Use of Suggestion and Reasoning in Demonstration 

Use reasoning to get belief, and suggestion to create and 
intensify desire. Belief rests upon tangible facts mere than 
it does on feelings, while desire rests on feelings much more 
than on facts. 

If you want a customer to believe in your goods, demon- 
strate them to show that every statement you have made 
about them is true, and that they will do all you claim for 
them. At the same time make him see how they will fit 
his needs or wants, and here again your knowledge of your 
goods is of great advantage; for here it is that you prove 
what your goods will do because you know them. 

Never make a claim for your product that you cannot 
back up with proof and reasons why — ^and how can you 
produce the reasons why unless you have a thorough knowl* 
edge of your merchandise. 

When interesting a customer in your product and ex- 
plaining it to him, show it to him and let him see with his 
own eyes, hear with his own ears, feel with his own fingers, 
and handle it with his own hands. If he believes the 
evidence of his own senses, he will believe what you have 
told him in your description and explanation. 

Through the use of positive suggestions while he is looking 
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at your goods and while he is handling them, you can induce 
8i favorable idea of your merchandise in his mind. 

Suggestion is powerful. A lecturer once came on a public 
platform before an audience of over a thousand people, and 
said: "/ have a certain perfume in this bottle. Now I want 
you people to tell me whether it is ^'rose,^' ^'violet,'* or ^'car- 
nation.'^ He took the cork out of the bottle, and handed 
it to a man in the front of the house. 

He asked the first man what he smelled. The answer 
was "Violet." He asked the second. He agreed with the 
first man. He asked the third. He said he smelled "Rose.'' 
And down the line he went. Some smelled rose, some 
violet, some carnation, and some smelled nothing at all. 
The lecturer then returned to the stage and admitted that 
he only had water in the bottle, and stated that he gave the 
demonstration to show the power of direct suggestion. 

If you are sincerely in earnest about selling, you can give 
the customer the positive suggestions that wiU make him 
desire your goods, after having established his belief in them. 

Backing Up Your Statements with Facts 

Facts are peculiar things. The whole world is full of 
them. They are everywhere. We get them out of the 
sky, from the earth, from the universe. We get them from 
plants, animals, and human beings. They are more 
precious than diamonds, as it is through them that we get 
the diamonds. Without true facts we would have no 
definite aim and purpose in life. 

Man rules because he has the ability to get facts, to 
retain them and to use them. The salesman must conquer 
through facts. He can only be a master-salesman through 
a judicious use of them. ^ It is not sufficient to have facts; 
we must have the right kind of facts, facts that fit the case 
in hand, and which can be applied so they will be an advan- 
tage not only to the man handling them, but to mankind 
at large. 

The customer is interested in facts. He does not care 
about opinions, prejudices, theories, etc. He wants to 
know. He wants to know because he mUrSt know or he will 
not be able to advance himself through the use of those 
things that would benefit him. The salesman supplies facts 
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— that is why he is admired and respected. He is the man 
who makes our progress swifter, surer, and easier. 

Anything that helps us earn more, or save time — so we 
may do the things we like to do— or that helps protect us from 
poverty, hunger, or mistakes, we like and desire. Desire 
becomes a part of us. Luxiuies become necessities. If an 
article will increase a customer's happiness, or satisfaction 
in any way, he will desire it. 

When doing without a thing that we are familiar with 
will inconvenience us in any way, we will go out of our way 
to get it. We are willing to sacrifice other less important 
things to satisfy our desire. 

The salesman who has facts on his side, and a sufficient 
amount of them, can win a customer to his way of thinking, 
and m^ake the sale. 

Calling In Outside Assistance 

If you have sold a niunber of satisfied customers, and 
they are willing to help you sell others, you might get one 
of them to demonstrate your merchandise. 

In case you are selling an invention or patented specialty, 
it is good to have a practical user of that invention or spec- 
ialty demonstrate it to the customer; for it is possible that 
such a customer will give the prospective customer points 
of merit that even you yoiu'self might overlook. 

Then, again, the prospective customer feels more at ease 
when talking with another man in his particular class or 
Une of business. At the same time you can give the pros- 
pective customer straightrfrom^the-^houlder facts about your 
goods that will convince him of their value, because such 
facts are attested to by an actual user who has found them 
to be all you represent. 

At times you can with advantage leave your prospective 
customer alone with the customer who is assisting you in 
demonstrating and selling, but you must be sure of your 
man. 

Following such a plan enables the prospective customer 
to ask the man who is assisting you any special confidential 
questions that he might have in mind and his faith in you 
will be increased. 

It is not alwa^ an easy matter for the average man to 
express himself in strong, effective language while he is 
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talking to another, with a third party listening to what he 
has to say. When you first started out, you would be 
embarrassed by the presence of a third party. It was 
harder for you to make a strong impression. 

The same is true of the satisfied customer, unless he 
happens to be a merchant-salesman himself, when, of 
course, he is not likely to be embarrassed by your presence. 
But you want to give him a full and fair chance to say your 
goods are what you claim them to be, and to say this in 
his own way. 

Get out of the way of these two men on some sort of an 
excuse, and let them talk; then come back, thank the user, 
and begin to close the prospect. You can usually see from 
his actions and tell from his manner of speech whether he 
is now ready to buy. 

Desire as a Longing for Personal Possession 

When you desire anything, you want it, either for your- 
self or for others in whom you are interested. If you your- 
self are talking to a salesman, and he shows you something 
that appeals to you and arouses your desire for it, you will 
tie it up to yourself in some definite way. 

When your desire is aroused, you warU possession of the 
merchandise that the salesman is trying to sell you. Once 
you get possession, you can do with it as you wish. But, 
until it is your personal property, it is of no use to you; 
because it is only through possession that we can derive 
benefit from goods. 

You must obtain possession of a thing before your desire 
is satisfied, and as a strong desire leads you to do the things 
to satisfy such desire, you will perceive how necessary it is 
for the customer to get your goods to satisfy his needs and 
wants. 

The same elements are in his make-up as are in yours. 
In order to make the sale, you must arouse his desire. You 
expect that the possession of the merchandise a salesman 
presents to yonr favorable attention will bring you an advan- 
tage in some way; and you must show the customer how he 
toiU lose if he neglects to buy your goods. 

''Hit him where he lives" is one way of arousing the desire 
of a customer and it is a most effective way. Tie your mer- 
chandise up to his line of thought. 
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If you were selling an educational proposition, for ex- 
ample, that you saw was of value to a particular customer,, 
and vou knew that this customer didiked to dtudy, you 
should not appeal so much to the strengthening of his men- 
tality as you would to the filling of his pocket-book. 

If he had a desire for pleasure and recreation, you would 
show him where your proposition will enable hun to earn 
more and thus enable lum to gratify his desires. 

You will perceive from this article that you have to make- 
a customer want — or desire — your {/oods, and then you must 
8eU him before some other want or desire overcomes the one 
you have created. If his desire is a natural one, one that 
fits the personality of the individual to whom you are selling,, 
you need only intensify it until it culminates in action. 

Desire and Its Relation to Busring Motives 

As taken up in this Course, the appeal that may be made 
to a particular customer may be varied, according to the 
depth of his character, the strength of his personality , and the 
breadth of his individuality. 

You can appeal to a man's character by getting him ta 
do the things he ought to do. You can appeal to hia 
'personality through ms desire to appear prosperous, to 
mcrease his income, etc. You can show him how your 
goods will add to his indimduality, because ever^rthing that 
he uses to advantage increases his self-respect and prestige. 
Size him up while you are explaining and demonstrating 
your goods. 

From his manner, you can get a line on the best method 
to use in influencing him. With experience it will be easier 
for you to make tlus appeal directly to his self-interest. 

At an Army OflScers' Training Camp was a young 
Westerner, who in target practice shot five times at the 
target and missed each time. He was not used to the 
Army Instructor's style in handling his fire arm. He was 
indignant with himself . He was not "making goodJ' He 
then adopted his own style, shot at the target five times in 
quick succession, and "hit the bulVs-eye^* each time. 

This yoimg Westerner could not shoot the "Army way.'^ 
But he could make a perfect score by his own method, 
which was one that required more skill and yet was easier 
for him. Do you doubt that when he learns the Army 
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way, he will be more proficient because he can shoot by 
both methods? He will undoubtedly make good in both 
ways. 

Some salemen sell goods by appealing to the intellect of 
the customer, others by appealing to the feelings. But the 
salesman who can ''hit the bulVs-eye," time after time, in 
either way, is the scientific salesman, who makes use of 
both salesmanship training and every-day experience in his 
seUing. 

Getting the Customer Enthusiastic Over Goods 

The salesman who can put both thought and feeling into 
selling his proposition can create enthusia^sm on the part of 
the customer. When such a salesman faces a customer, he 
is anxious that the customer buy— /or the customer's own 
good — as he knows the merit of his own goods, and he 
believes he will be doing the customer an injustice if he does 
not influence him to buy. 

In fairness to the customer, he must induce him to buy. 
The customer needs and subconsciously wants the goods. 
Through getting the interest of the customer, and keeping 
it throughout the sales-talk, the salesman will find it pos- 
sible to work up belief and desire on the part of the customer, 
and if the salesman himself is enthusiastic, he will induce 
enthv^asm on the part of the customer. 

Enthusiasm is contagious. Good things, as well as bad 
things, can be contagious. If you enter a customer's 
presence, brinaming over with good-nature and a desire to 
serve, soon the customer will classify you as among those 
salesmen with whom it has benefited him to do business. 
Then you can arouse his enthusiasm, by proving your state- 
ments and appealing to the motives that will influence 
him to buy. 

It takes steam to run a steam engine. The faster it 
runs the more steam it requires. It takes energy to run a 
sales-talk and demonstration. The more enthusiasm you 
must generate to sign up a customer, the more energy you 
must put into your demonstration and appeals. 

No salesman can get enthusiastic until he has sold himself 
on his proposition and forgets everything else for the time 
being except the matter at hand. This does not mean that 
you are not a strong individual. You are stronger than 
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you would be if you were self-conscious or pushing yourself 
forward. 

The salesman who will **lose himself in his work will find 
that he can enthuse his CTistomers; because they will realize 
that he is a man who can be depended on to give them a 
square deal and to sell them things that will be for their benefit. 
When a customer sees that ypur goods will really benefit 
him, as you say they will, he will be enthusiastic over them; 
and you can infl,uence him to buy. 

Backing Up the Customer's Positive Statements 

Should a customer say, "/ believe your goods are all right, 
because my experience leads me to accept your statements y^ 
back up his statement with some remark such as, **Mr. 
Blank, I like to do business with a man of your type. You 
are able to appreciate a good thing when it is set before you.^' 
Then you have badced up his statement with a recognition of 
his ability in such a manner that the sale should not be 
difficult. 

You want his business, and you want it enough to work 
for it. You have taken the time and trouble to call on him. 
You have studied and understand your goods because this 
would better enable you to present them to this particular 
customer, as well as to your general trade. 

You will draw on your education, experience, experi- 
ments, and observation, to get his business. You will make 
yourself interested in him. It is necessary for a salesman 
to become interested in his customers, because the customer 
is a hiunan being, with thoughts and feelings like the sales- 
man; and the salesman being a real man, appreciates others 
at their true value. 

The salesman is a keener judge of hiunan nature than 
the average man, and he encourages his fellow men, rather 
than discourages them. He does not want to add to the 
burden of a down-hearted man. He helps such a man. 
He discourages those who would be unfair in their criticisms. 
He encourages positive thinking and the doing of good deeds. 

When the customer makes a positive statement, agree 
with him. Agree with him, not only for the purpose of 
selling your goods, but because he has stated a fact. Agree 
with him because it draws the two of you closer together. 

Let him tell you his troubles if he will, then encourage 
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him to overcome them. When a customer does tell you 
his troubles, real sympathy on your part will aid him. 
Play fair. Be square. Tell the truth. Sjnnpathize. Get 
the customer to do business with you because he wants to, 
rather than because you are stronger than he is. 

Desire as an Underminer of all Previous Intentions 

Regardless of whether or not the customer was interested 
in your proposition at the time of your call, if you can 
arouse his desire, and make him believe the statements you 
make about your goods, he will buy. 

Desire intensified results in action. As a scientific sales- 
man, you can induce belief in your merchandise, and make 
the customer desire its use, or the profit he can get from 
reselling it. 

It is not your business as a salesman to concern yourself 
over the customer's indentions when you begin the interview; 
but see that his intentions agree with yours at the close of 
the sale; namely: that he will buy what you want him to 
buy, and how you want him to buy it. 

Some salesmen fail to make good in overcoming the objec- 
tions of a customer, as well as in influencing him to change 
his intentions, because they lack fire. They do not seem 
to have the **right stuffs* in them. They present their goods 
as though it did not matter to them whether the customer 
ordered or not. 

Such salesmen are not enthusiastic over their merchan- 
dise. How can a salesman like to sell his line unless he has 
studied it, and knows where it stands in relation to other 
lines? 

You must know your goods. You must be able to tell 
the customer such things as will make him appreciate the 
opportunity he has to secure them now. 

You must make him believe that this is one of the big 
opportunities of his Ufe. Talk to him as though you mean 
every word you say. Make him believe you. Put action 
into your sales-talk. He is but hmnan, and you can in- 
fluence him to buy provided you have a knowledge of the 
bujdng motives. 

If you want to overcome the customer's objections and 
his negative attitude toward yourself, your goods, and your 
house, you can do so if you make him think your way, even 
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though he at first takes an antagonistic attitude. He will 
think your way if you present facts and do not antagonize 
him. 

Make use of your talents and training, and trade your 
goods for the customer's money. He has the money, you 
have the goods. An exchange should be made for mutual 
benefit. You are the salesman who is on the ground, Get 
the exchange. It can be made to the satisfaction of your 
customer as well as to yourself. 

Make him feel his need for your merchandise so strongly 
that he will refuse to let himself do without the article you 
are selling. 

Arousing Desire Through Reasoning and 
Suggestion 

You can arouse desire through both reasoning and sug- 
gestion. But, you may ask, **How am I to know when to 
arouse desire through reasoning and when should I use sug- 
gestiont 

An excellent general rule is to arouse desire through 
reasoning when your goods will appeal to the cold, ana- 
lytical mental powers of your customer; and use suggestion 
when you can make a direct appeal to the feelings, emotions, 
or sentiments of the customer. 

If the appeal your merchandise makes is to the desire to 
progress, to educate oneself, to raise oneself above others, to 
supply necessities for future needs, reasons why will often 
induce a man to buy. 

When the appeal is to a customer's appetites, desire for 
approbation, love of finery, sense of pleasure, pride in 
personality, etc., you can stir him up by the use of suggestion 
and get him to buy. 

Make a distinction between the intellectual man and the 
impulsive man. The intellectual man is a thinker. The 
impulsive man might well be called the feeling and emo- 
tional m4in. 

If a man is impulsive, you can sell him better through 
making suggestions that will induce him to act according 
to your ideas of how he should act. Some men are prone 
to follow even negative suggestions. 

A positive suggestion is much more powerful, and you 
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can sell an impulsive man through a direct and indirect 
appeal to his emotions and feelings. 

The intellectual man must be appealed to throiLgh his 
mind, and, when you make a suggestion that would induce 
him to buy, he may be ready to come back with a reason 
why he should not buy. 

Calculate the strength of will of each customer with 
whom you do business. This ability comes mainly through 
actually meeting and dealing with them. Then get out into 
the field and meet and deal with customers. 

You want to make good and you can do so by meeting 
customers and overcoming them through making your goods 
fit their intellectual or emotional needs and wants. 

Lining Up Your Points with Customer's Beliefs 

Keep on the lookout for the customer's political, religious, 
business, and social beliefs. Guide yourself accordingly. 
As a rule, it does not pay to discuss such matters with a 
man of set opinions and deep prejudices. 

Even a customer who is broadminded along many lines 
may turn out to be a weakling along one certain line, and 
if you happen to get in wrong on his hobby, or belief, you 
are not going to be able to create desire on his part, because 
he will be antagonistic toward you. 

Salesmen are supposed to be ''walking business houses.'' 
Business houses have a policy. One of the usual rules is 
to be polite to customers. The attitude of many business 
houses, as we have before mentioned, is that the customer 
is always right. The attitude of the salesman can well be 
the same. 

If the salesman believes it is his duty not to disagree with 
a customer he will be a better-controlled individual, as 
well as making more sales. There are some salesmen who 
are able to argue and still make sales; but the most successful 
way is to argue about your goods, and the customer's need 
for them, and win. 

When the customer makes a point, whether about his 
religion, his politics, his business, or his social conditions, 
agree with him on the points that you can; by no means 
disagree with him on the points that you cannot agree with 
him on. Say nothing. Do not talk too much. Say what 
you have to say and quit talking. 
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What do you care if the customer does not believe as you 
do? Millions of other men in the country disagree with 
you also. Some agree with you. Some also agree with 
the customer. Some hold opinions and beUefs and preju- 
dices far different from both of you. 

Then keep the customer interested in your goodsy where 
you can get him to agree with you, and where you will be 
able to agree to his positive statements about them — ^and 
you will sell him. 

Inducing New Desires Through Present Ones 

Your customer may already have worked up desire 
for another Une of merchandise, which he thinks is all right 
— ^until you^come along with yoims. Then it is up to you to 
work upon his imagination and his intellect and his feelings 
and emotions until you change the track of his thought to 
where you can induce him to buy what you have to sell. 

You can do this, and it is being done every hour in the 
day, and every day in the week, by thousands of salesmen. 

You can change the customer's line of thought from one 
line of goods to another as easily as you can induce him to 
buy merchandise which he did not know he needed or 
realized he wanted until you came in to sell him. 

But how? How can you change him from one Une of 
thought to another? Just the same as you would change 
a train from one track to another — by switching it. 

You must be sure, however, that when you switch him 
to a new track, that along this track there are not "box-car" 
objections which will wreck your sales-train. 

You must also be sure that your switch will not throw 
his Une of thought into the ditch and wreck it. 

Get him onto a "line" that will carry him to a "terminal 
point," where you can induce him to buy your goods. 
Get him on a "well-laid track" — your sales-talk and demon' 
stration — and keep him there, constantly enthusing him so 
he will proceed forward under "full steam," and you can 
sell him. 

Here is an example that will help to illustrate the point 
we have made — ^A lady enters a retail store and asks for 
some material out of which to make a winter coat. She 
wants a red coat. She is shown some red cloth, which does 
not quite suit her. The salesman then takes her over to 
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another counter, where he calls attention to a variety of 
other goods in diflferent colors. 

Finally she begins to think that the kind of cloth she 
wants is purple. He assures her that she has decided on 
an exceptional bargain, and she believes him. 

The salesman shows her the splendid coloring of the 
goods, and the softness of the material. He shows her 
how it will not crease. The customer forgets about her red 
coat, or now deems it less desirable than the better quality 
goods, and, inasmuch as she feels she is going to get a 
bargain, in addition to the kind of goods she wants — she 
buys the purple goods. 

Learning Customer's Conflicting Desires 

Your customer may want your goods, but he may also 
want other goods equally as strong. In such case you can 
hardly induce him to act until he makes a decision between 
your goods and the other goods. 

You should get his confidence so he will be willing to lay 
the matter before you, and you can then show him the 
superior points of excellence in your product, with direct 
reference to the other goods. 

You can give him additional reasons why he ought to 
buy your merchandise, or do the thing you want him to do. 
Prevail on him to explain his reasons for not being able to 
decide on your goods. If you have these reasons or excuses, 
as the case may be, you can offset them by a logical presen- 
tation of your product. 

It is the abundance of reasons you can present as to why 
he should buy your goods as compared to the reasons he 
has in favor of the other merchandise that brings the cus- 
tomer to a decision in your favor. He will not come to a 
favorable decision as long as there is a doubt in his mind. 

But the salesman's training will make it possible to over- 
come the customer's doubts; and, when this is done, the 
customer will make a decision — ^af ter which the salesman 
should close him on the spot. 

Do not be impatient if he does not decide on your goods 
promptly. If you explain your goods in the right way and 
arouse his desire for them, he will be anxious to secure what 
^ou have to offer. You can easily see that the customer 



Digitized by 



Google 



BELIEF AND DESIRE 103 

would not be in the market for your goods if he did not 
desire similar merchandise. 

Build your sales-talk around the desire of the customer 
for the other goods which were possibly presented to his 
favorable attention by another salesman. It is not more 
difficult to sell a customer after another salesman has called 
on him; in fact, it may be easier to sell him your product 
because he has been deliberating about the other goods, 
and can be induced to buy yours on suggestion. 

Locating Customer's Doubts and Fears 

There is one excellent way to get information, and that 
is to ask for it. The salesman who learns to ask questions 
has a distinct advantage over the salesman who 
simply delivers his sales-talk and demonstration and quits. 
Ask questions in a courteous, tactful manner, and you will 
get information. 

If you get the information you need about a customer 
from the man himself, you are more likely to sell him than 
if you depended only on your investigation in the pre- 
approach or on what you can estimate of his character and 
personality and individuality in the approach itself, in case 
there has been no time or decided reason for the pre- 
approach. 

When you ask a customer a straight-from-the-shoulder 
question, he must answer it in some way. He is a business 
man, and, as such, will generally meet you half-way. He 
wants to give the salesman a square deal, as well as get one 
himself. 

He will answer any question which is put to him in the 
right way, but you can ask a question of one customer in a 
certain way and get a civil answer, and another customer 
will flare up and refuse to do business with you if you ques- 
tion him in the same way. 

What is the answer? It is simple enough, but it means 
you have to be a scientific salesman to get the best results. 
The answer is — Know your man. Study human nature. 
Avoid getting personal. Show the customer that you are 
a salesman, not an inquisitive question-asker. 

You must convince the customer that your only purpose 
in asking questions is to ascertain just how the two of you 
can come to a point of agreement for mutual benefit. 
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If you get the customer's confidence at the beginning of 
the sale, and hold it, you will be able to get him to voice 
his doubts and fears. Then tell him what others have 
done with your goods, which will prove that his doubts and 
fears are unwarranted. 

Proving Value by Number of Satisfied Users 

Whenever an article or a line of goods is generally used, 
it has an excellent argument in its favor. If many people 
have bought your goods, the customer will believe your 
statements of what they will accomplish quicker than he 
would on your own statement of value. 

It is seldom necessary to give the customer the names of 
users; it is only necessary that you have the confidence 
behind you that you can give them if need be. The cus- 
tomer will usually be satisfied with your direct statements, 
and you can sell him on reasons why and suggestion. 

Suppose, for instance, that you are selling a line of pack- 
age coflFee. You could mention to the customer other mer- 
chants in his community who are selling your line success- 
fully. He will seldom investigate, and particularly if he 
knows the merchants personally, he will know that he can 
investigate, and this gives him confidence. 

He also feels that you would not stand before him and 
state that your goods are in use in his community without 
its being true. He can make sure of the facts for himself 
at any time, and inasmuch as you will be looking for future 
business also, your statements must stand checking up. 

Keep to facts. You will then be convincing. Sincerity 
comes from the statement of truthful things. 

The common impression is that if an article or line of 
goods is widely used, it must have merit. The public feels 
that the more of a certain class of goods that is sold, the 
better the quality, but this is not necessarily true. 

Many specialties and other lines are almost unknown, 
and yet serve a better purpose than those which are well- 
known. The fact that a line of goods is making good may 
be only because the company selling it has the capital 
necessary to advertise, to hire strong salesmen, and to push 
their wares. 

If you are selling a weUrknown line, you will argue from 
one standpoint; if you are selling a line that is not so well 
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known^ you can prove your points by a few satisfied users 
and by various other means as covered in this Course. You 
can also get new business by advancing the point that your 
firm puts its money into quality merchandise and not into 
advertising, etc. 

Showing the Customer the Use of Your Goods 

There is nothing so convincing as an actiidl demonstration 
of your goods under conditions that closely approach those 
met with in actual use. The typewriter companies, for 
example, train demonstration operators who can operate the 
typewriter from two to four times as fast as commercial 
typists. 

These openttors have also attained wonderful accuracy. 
The prospective buyer of a machine, or the stenographers 
who will influence such sales, see the demonstration; and 
the conclusion is that the faster the machine will write the 
better the typewriter. 

This is unsound reasoning, but it advances the sales of 
the typewriter companies. It also gives them free adver- 
tising in the newspapers. Because a typewriter is the 
fastest machine in the world does not make it the best 
typewriter for all purposes. It only means that for speed 
work, in the hands of an expert operator, it can produce 
expert work. 

The same operator put on a different machine, and 
trained as intensively, could possibly produce just as good 
if not better typewritten matter at the same speed. Again, 
it does not follow that a machine that will write 135 to 
140 words a minute in the hands of an expert operator will 
be the best machine to buy. 

As a matter of fact, it may be much harder to strike an 
individual key on that machine than it is to strike a key on 
a machine that has no operators writing over 100 words a 
minute. The average stenographer writes 35 to 40 words 
a minute. An expert writes from 75 to 85 typewritten 
words a minute. 

Any machine, then, that will write 85 words a minute, 
with the least effort on the part of the operator, is a good 
machine for business purposes, provided the alignment is 
right and the machine holds up well and the type faces 
make clean-cut impressions through the ribbon. 
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The reason that such demonstrations are of value is that 
they convince the average users that they have a wonderful 
machine^ and also bring the exact operation of the machine 
to the attention of the prospective customer. The state- 
ments the salesmen make are then automatically backed up 
by the amount of work the machine has turned out in a 
demonstration under conditions favorable to the company 
selling the typewriter. 

How Understanding of Goods Helps Sell Them 

When you are reading or studying a book, and you come 
to a word, the meaning of which you do not understand, 
you cannot make use of it in your own conversation or 
writing, even if you remember it. If the customer does not 
understand your goods, he cannot conceive how they will be 
used. All he reaUy can get from them is a mental picture, 
which to him has no definite value. 

Suppose, however, you come to a word, and look it up in 
the dictionary. Then you can make use of it, and will 
know its purpose in the language. Your customer is in the 
same position. You may be likened to a dictionary, inas- 
much as you can furnish the information that will give the 
customer a correct mental image of your goods, in the same 
way as you get from the dictionary the correct under- 
standing of a word. 

Thus you will see that the merchandise you are selling 
means little or miLch to the customer, depending on his 
understanding of it. He will not desire that which he does 
not understand, for without understanding it is mentally 
impossible for lum to apply your goods to his needs. 

He cannot imagine without having perceptions and ex- 
planations on which to base his mental-pictures. He can- 
not desire your goods unless he sees in his imagination that 
he can make use of them. They will only be in his way, 
if he does not understand them; and, if the customer cannot 
be convinced of the value of merchandise no salesman can 
sell him. 

When your customer sees that he can use your goods to 
save him time, energy, or money, or that they can be re-sold 
at a good profit, he will have a desire to buy, which will 
deepen or become more intense as the proof of the value of 
the merchandise is put before him. 
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Ideas tend to express themselves in action. If you can 
put the right kind of ideas into a customer's mind, he will 
understand yowr proposition^ and believe in it, and last but 
not least, he will desire it and buy it. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



1.— DO I KNOW THAT THE PROPER TIME TO OET BEUEF AND 
DESIRE INTENSIFIED IS AT THE TIME OP THE DEMONSTBA- 
TIONt 

2 —DO I USE BOTH SUQQESTION AND REASONING IN THE DEMON- 
STBATIONt 

Z.—DO I BACK MY STATEMENTS UP WITH FACTS THAT ABB LIKJf 
LY TO APPEAL TO MY CUSTOMER? 

A.—DO I OET AN OUTSIDER TO DEMONSTRATE MY MERCHAN- 
DISE WHEN TO DO SO WILL MAKE THE SALE MORE CBBTAINt 

B.—DO I ENDEAVOR TO GET THE CUSTOMER ENTHUSIASTIC OVER 
WHAT MY GOODS WILL DO FOR HIMt 

t,--DO I LINE UP MY APPEALS WITH THE CUSTOMER'S BELIEFS, 
OPINIONS AND PREJUDICES? 

7.— DO I TIE MY GOODS TO MY CUSTOMER'S NEEDS AND WANTS 
BECAUSE OF PRESENT AND FUTURE DESIRES HE MAY HAVE 
CONFIDED TO MET 

B.—DO I LEARN MY CUSTOMER'S CONFLICTING DESIRES, SO I MAY 
INDUCE HIM TO DECIDE IN FAVOR OF MY MERCHANDISE? 

y.—DO J PROVE THE VALUE OF MY GOODS THROUGH SATISFIED 
USERS? 

tO.^DO I SHOW THE CUSTOMER THE ACTUAL AND PRACTICAL 
USE OF MY MERCHANDISE? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 

l.'-WHAT FORM OF PERSUASION WILL YOU USE TO GET BEUEP 
IN YOUR GOODS? 

2.^WHAT FORM OF PERSUASION WILL YOU USE TO AROUSE DE- 
SIRE FOR YOUR GOODS? 

Z.^NAME THREE STEPS TO BE TAKEN IN INTERESTING THM 
CUSTOMER TO THE POINT OF BUYING, 
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LESSON NUMBER FIVE 

ANSWERING Objections For decision 



PREVENTING OBJECTIONS THROUGH THE 
SALES-TALK 

TO be a good salesman means to have a sales-talk that 
vnOi foreataU most objections before they are made. 
Wnile it is not always possible to overcome all the 
objections a customer may have to buying your merchan- 
dise, or which he {hinks he has, it is possible to overcome 
most of such objections if the salesman has analyzed his 
merchandise, if he is efficient, and if he has given considera- 
tion to the objections of other customers to his goods, or 
to the objections made by customers to similar products. 

In selling either a new or established line, it is a good 
practice to further develop your selling talk from the objec- 
tions you meet in your everyday work. 

To siuxeed as a salesman, it will be necessary that you 
have cuiaptdbility, originality, and common-sense. For, 
while the customer is making an objection, if you are to 
keep his faith in your sales ability and your knowledge of 
your goods, you mtist be formulating an answer to his 
objection that will appeal to him as reasonable. 

If you know your goods well, it will be easier to answer 
objections inmiediately, but, inasmuch as objections are 
of such various kinds, it is necessary to make a mental 
note of any new objection that comes up, which you can- 
not readily and logically answer, so that you may work 
out a logical, reasonable answer before calling on the next 
customer. 

Should you fail to make a sale through not being able 
to satisfactorily overcome an objection presented by a 
customer, do not be discouraged. Store more facts in 
mind so you will not be caught again without a convincing 
answer to this objection. 

If it can be arranged, call on this customer you failed 
to sell, the next day, or immediately after you have worked 
out the answer that is true to the facts in the case; then 
convince him and get his order. In many cases such ac- 
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tion on your part will close the sale, and you will be able 
to advance the same answer at a future time when you are 
dealing with another customer who advances a similar 
objection. 

Answers to Objections Must Appeal to the Customer 

An important condition to be considered in handling 
a customer who makes an objection that you cannot readily 
answer is the type of the customer. 

It is possible in some cases not to answer some of the 
minor points, and yet make the sale. In such a case you 
simply ignore the objection or acknowledge it by sa3dng, 
**I mil come to that later, but I want to show you this point 
right now.'' 

Such an attitude will disarm the customer, and it is 
possible he will forget the objection he made, even if it is 
not answered by your sales-talk or demonstration; or, 
if it is answered, he will see it himself, thinking that you 
deliberately did so in a round-about way when he saw the 
point through your conversation or demonstration. 

We might outline in this lesson hundreds of ways of 
answering objections, few of which would be of actual 
value to you in regiUar selling. This is so because it is 
seldom that a salesman handles two customers exactly 
alike; because objections vary greatly with the line of goods 
the salesman is carrying; with the types and temperaments 
of the customers; whether the salesman is selling on the 
road, calling on city trade, selling in a retail store, can- 
vassing, through direct-by-mail methods, by use of catalogs, 
etc. 

We have, however, in this Course covered the subject 
properly and scientifically by outlining the methods to 
use in making the sale, and by showing you how to work 
out the best answers to objections that you will meet 
when selling your particular goods. 

No matter what firm you work for, or what line of goods 
you sell, you can obtain much literature regarding it from 
your firm and other sources. Thus you can secure informa- 
tion already worked out covering your particular problems 
and the line of goods you are selling, and be able to get the 
quickest, easiest, and therefore the best results. 

Adapt yourself. Know your goods. Convince your 
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customer through your reasoning power. Base your reason- 
ing upon known facts. Be sincere. Appeal to the customer 
according to his type and temveramenU Use suggestion in 
overcoming objections as well as reasoning. Then it will 
be possible for you to meet objections, overcome them, 
get the customer to see the point, and carry him on throi^gh 
the sale to the place where you can close him. 

Why a Salesman Need Not Fear Objections 

You know your goods. You know the principles of 
Salesmanship. You know how to reason. Therefore, you 
ought to be able to give answers to objections about your 
goods. If you will anticipate objections before they are 
made, your sales-talk will be more logical and convincing, 
and as a result your success as a Salesman will be greater. 

Arrange your sales-talk, in so far as possible, so as to 
have thoroughly convinced the customer on the points 
on which he would possibly have offered objections, before 
he has had an opportunity to make an objection. 

If you are selling a new Hne or a line you are not fully 
familiar with, or for other reasons you are not able to 
anticipate and overcome objections before they are made, 
be on the alert and endeavor to cover to the customer's 
satisfaction each new objection he may present to you. 

If you have met with a new objection and the sale has 
not been the result of your overcoming it, study and analyze 
the whole situation; then prepare a way to overcome 
it so that you will always have the answer ready. 

When you make a call and the customer has taught 
you something, add that call to your profit coliunn, even 
if you did not make an actual sale. Learning from cus- 
tomers is a part of the salesman's education. Salesmen 
learn from the customers they do not sell as well as from 
those they do sell. 

When you sell a customer, you are not always sure just 
how you did it; but when you fail to make a sale, after 
having used your best salesmanship, it is seldom that you 
cannot put your finger on the point where you were weak, 
and which lost you the sale. 

It is the most natural thing in the world for a customer 
to make objections as fast as they come to his mind. Some 
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objections are based on facts, but many of them are merely 
made to get rid of the salesman. 

You are in the customer's presence to sell him something, 
to exchange your goods or service for his money; he is 
resisting you. He does not want to part with his money, 
unless you can give him value for every dollar. Even 
when he does want to part with his money, he at least 
wants to know why he should turn it over to you and what 
he is to get in return. 

Why the Customer Does Not Want to Buy 

It is not reasonable to suppose that a customer will 
pay out his money unless he is positive he will profit by his 
expenditure. You ought to be willing to work hard to sell 
him your goods because you know that the sale will spell 
profit for yourself and your firm, as well as the customer. 

Before you convince him he does not know that your 
goods will be valuable to him. He may not know you 
personally. He knows you are there to convince him that 
what you have is good for him and his business. He has 
made "bad buys" before. He objects to your arguments. 
He shies at your suggestions. But you are there to sell 
him. 

You know the value of your goods, and you intend that 
he shall. You believe that if he can see the goods from 
your angle, he will buy. You are right. He wfll buy if he 
can see the goods as you do, if your attitude toward your 
goods jjs the positive attitude of a scientific salesman. 

But he will not do your selling for you. He wants to 
sell himself, to be sure, and it is your duty to see that he 
sells himself, or at least, that he believes he is selling himself. 

He can only convince himself by making objections. 
Even if a customer is really interested in your goods, he is 
sure to make objections if your sales-talk and demonstra- 
tion do not remove them from his mind. 

If your sales-talk is logical and comprehensive enough 
to give him a clear understanding of your proposition, he 
is less likely to make objections than if he were confused. 

It will thus be seen that the duty of a salesman is to 
give the customer a clear understanding of the good points 
in his product, so that the customer can weigh them 
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against the negative points in his own mind, and unconscious- 
ly overcome the negative points. 

When a salesman gets a number of objections it is a 
sign that the sales-talk is not fully explanatory. This does 
not always mean that the sales-talk is not logical and the 
right kind. It may me9.n that with his particular line he 
can make more sales if he draws the objections from the 
customer and answers them directly, instead of indirectly 
as is done when the sales-talk endeavors to overcome 
objections before they are voiced. 

It may be an advantage in an extreme case for a sales- 
man in some lines to get most of the objections voiced. 
By getting the customer's confidence, so he will frankly 
state any objection he has in mind, the salesman can over- 
come them one by one. Then the salesman drives in one, 
two, or three strong positive points about the goods — 
and the sale is made. 

Overcoming Objections by Talking Points 

It is onl^ necessary to get a balance of good points in 
favor of his taking the merchandise to get the average 
customer to buy it. If you are able to convince him that 
his objections are not objections, to turn most of them into 
positive points in favor of the goods — because you know 
your goods, and can show the custon^r the use of the goods 
to him, and how he will profit through such use — he will 
buy, because you have overturned his foundation, and he 
has nothing on which to stand. 

He is a reasonable, fair-minded human being; and when 
you show him that his objections are not valid, or that 
they are valid, from his standpoint, but not in reality, 
and you can explain them away, you can begin to play on 
his feelings and lead him toward the end of the sale. 

Your goods are good goods. There is no possible legiti- 
mate objection to them. You cannot take any other stand. 
You have no business selling your goods if you do not believe 
in them. Believe in your goods, and you force others to 
believe in them. 

Be earnest. Be sincere. Be logical. Be reasonable. Be 
suggestive. Be diplomatic. Be forceful. Be determined. 
DonH be afraid of the customer. He may be as anxious to 
have his objections removed as you are to remove them. 
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While we have admitted that a customer can have a 
valid objection to your goods, this is due to his lack of under- 
standing of their purpose, of their quality ^ of the reasonable- 
ness of their price, or of the service they will render him. 

You will see that it is not possible for a customer to 
really object to your goods when you have shown him 
their good qualities. He only needs convincing. He needs 
convincing because he does not understand your proposi- 
tion like you do yourself. He advances objections, because 
he is undecided and he wants you to help him to a decision. 

He does not necessarily want to buy, but you can induce 
him to make a decision that way if you use the right selling 
methods. 

At times a customer will advance objections because he 
wants you to help him make a decision against your goods 
by your not being able to answer them. But you will answer 
them. You krum your product. You knoio its valus, and 
you know Salesmanship. 

Causing the Customer to Think Your Way 

You are a salesman, not an order-taker. With an order- 
taker your customer would get his wish. You called to 
sell this customer, however, and you are going to do it. 
You have been stocking your mind with facts and still 
more facts for just this moment when he is springing ob- 
jections at you. You are an **overcomer of objections.*' 

Your knowledge of the science of selling is so broad that 
you do not intend to be defeated by a layman customer. 
You have m^e experience with your goods than the customer 
has. He may think he does not want them, but you intend 
to prove him wrong. You are going to be tactful, however, 
and not offend him. 

You are going to make him want your goods. You are 
overcoming his objections as a part of your policy of setting 
his mind at rest, so he can conscientiously come to a de- 
cision that will result in the sale. You should make the 
customer feel that he is getting an opportunity that comes 
but once* 

Often, you ought not put it as strong as this, but you 
must make him feel this way, for if he does not feel he is 
getting something that will be of the utmost service to him, 
or that will bring a profit, he is not going to ''enthuse** as 
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you want him to, and as he must do before he is ready to 
make up his mind as you know it ought to be made up — 
in favor of your goods. 

Never try to sell a line of goods that is not worth your 
time and effort. If your line can be objected to seriously, 
and if the objections cannot be overcome by ordinary 
reasoning and positive suggestion, there must be something 
the matter with the line itself. It should be possible to 
convince customers of the merit of your goods. The line 
you carry must have merit if it is to be sold. 

There are some lines that you should guard against; 
but rest assured, if your article is being used, and has a 
purpose for its existence besides the making of money for 
the manufacturer or producer, it is legitimate, and can be 
sold by the right kind of a salesman, and you should be that 
man. 

When the Customer U Too Busy to Talk 

When you call on a merchant and he is really busy with 
one of his customers or another salesman and tells you that 
he cannot see you now, you should immediately state that 
you will be very glad to call at a definite time he will set 
and show him your line. 

Such a call will often be made after regular working 
hours^ but you must be equal to the occasion and willing 
to work whenever it is necessary to do so. 

When you have a sample room at a hotel you can show 
^our goods either morning, afternoon, or evening; depend- 
mg almost entirely upon the convenience of the customer. 

In case the customer is coming to your sample room, 
set a definite time when he is to call; because you do not 
want to lose any time yourself from looking up new busi- 
ness, and you must make sure that you will be at your 
sample room when he calls. 

You are going to be calling on and lining up other mer- 
chants and buyers in the same town. Your time is valuable 
and the customer should respect it. When the customer is 
reaUy busy it is not wise to insist on the interview; but many 
salesmen find it possible to get an interview, even under 
discouraging circumstances, by showing consideration 
for the customer's interests. 

Naturally, however, if you are out in your territory and 
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do not make frequent calls, or if you must see the customer 
within a short time or not at all, you should get him to 
give up some of his busy time to see your goods. 

A well-turned suggestion that will arouse his interest in 
your goods will get most merchants to give you the time 
you ask. The success of a traveling salesman rests in part 
on his ability to get a customer to look at his samples. 
Once a salesman gets a merchant to look at his goods he 
has the customer half-sold. 

You can readily deduce from this the importance in such 
cases of letting nothing stand in the way of an interview. 
If you fail to get the interview in one case, you must get 
your brains going top speed, and work out the reason why. 
When you can get at the underljdng facts, you will soon 
adapt yourself to them and will not lose out in the same 
way at future calls. 

Salesmanship is the Science of Overcoming the Cus- 
tomer's Objections, and as it is not possible to overcome 
the objections of another man without "head-work," you 
will think until you solve your problem, no matter how 
hard it may appear at first. 

Standardized Objections and Answers 

Many well established manufacturers and wholesalers 
have worked out an answer to overcome practically every 
objection that their salesmen meet with in the field. 
Other salesmen have problems that are similar to yours 
and because of greater experience, or because there are a 
number of experienced salesmen in the firm's employ, 
they have been able to work out the best method of handling 
the common objections. 

You know how necessary it is for a salesman to learn from 
the experiences of other salesmen; and, inasmuch as these 
other salesmen who work for your house, or those who work 
for similar firms, have been able to evolve satisfactory 
answers to all the conunon objections that you wiU meet 
with, it is always good for you to learn the standard objec^ 
tions met with in your line. Also learn the answers that 
have been worked out to overcome them, and which will 
thereby influence the customer to buy from your house. 
Get these objections lined up, and the best answers to each 
of them. 
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In order to be able to answer objections, so that you will 
satisfy the customer, you must be a logical reasoner; be- 
cause it is only through making the proper comparisons: 
that you can get the customer to see your side of the argu* 
ment. 

There is always a reason underljdng an objection,^ 
and if you add to your training and at the same time culti- 
vate the habit of thinking for yourself, you are going to 
be able to dig down and find out how much basis in fact 
there is for a particular objection. 

If there is a basis in fact, you want to do away with the- 
reason for the objection; and if there is not a basis in fact,, 
show the customer the true facts, and he will buy. 

Having the Customer Acknowledge Answers to Ob* 
jections 

When a customer makes an objection, and you answer 
it, you should get him to acknowledge the truth of your 
answer. He may do this by a "yes" nod, or he may dis- 
sent by a "no" nod. If he assents, you can proceed with 
the sales-talk; if he dissents, you will have to explain 
further. 

In order to make good as a salesman, it is necessary, not 
only that you answer all the sincere and strong objections, 
but that you also answer them so the customer will not 
bring them up again. If he is not convinced, you will 
possibly have to meet the same objection again before you 
close. 

Tie the customer up so he cannot disagree with you at the 
close. The answers he gives you, when in your favor y can 
be termed the "strands" that pull him toward the closed 
sale. 

The salesman, inasmuch as he is the "master-mind," 
should be the fixed point. The customer, inasmuch as he 
is to be the "mastered-mind," may be a point not definitely 
fixed. 

The above can be illustrated in the following manner: 
Drive a small nail into a stationary wooden surface. Put 
a rubber band over the nail. Stretch the band six or eight 
inches, placing the other end of the band securely about a 
heavier object that is not stationary, but of suflScient 
weight so that the single rubber band will not move it. 
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Keep addling rubber bands. At first there will be no move- 
ment of the heavier object. Finally, when a sufl&cient 
nmnber of rubber bands have been put over both objects, 
the one that is not stationary will begin to move toward the 
fixed nail. The less the weight of the object that is not sta- 
tionary, and the stronger the rubber bands, the quicker the 
heavier object will move toward the fixed nail. 

The salesman ties the customer to him with "reason why 
and suggestion^' rubber bands. The customer is to be 
influenced, like the object that is not stationary. As the 
salesman has a purpose, he is the fixed nail. The rubber 
bands are the suggestions and reasons why that the salesman 
gives the customer, to pull that customer closer to him. 
It is the salesman who pulls the customer, not the customer 
who pulls the salesman. 

Quite true it is that at times the customer gets control 
of the situation by becoming fixed; but the true salesman 
will ^prevent such a condition happening, and will see to it 
that the customer is slowly and unconsciously pulled in by 
the suggestions and reasons why he gives. 

When the customer becomes fixed, the sale is lost The 
scientific salesman, knowing that he mu^t influence the 
customer to do as he wants that customer to do, is tactful, 
knows his goods, knows the needs of the customer, and is a 
strong persuader. He overcomes the inertia of the cus- 
tomer by personality, reasons why, suggestions and at- 
tractive goods. 

You would readily see that whenever a rubber band 
breaks, the tension is lessened, or there has been no progress. 
Whenever you cannot answer an objection, the customer 
is still in the same position as he was before, in case his 
objection is not sharp enough to cut the rubber bands, 
when, of course, you would have to overcome it; and per- 
haps start all over again. 

These objections must be removed, in order that the 
object that is not stationary may be dravm toward the 
fixed nail without friction. 

The customer ought to assent to every strong point you 
make, either directly or indirectly, so you may be sure the 
friction elements are removed; for, if he does not, you may 
think he is coming toward you when he is only becoming 
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fixed in his negative opinion of yourself, your house, your 
goods, and your sales-talk and demonstration. 

When the Customer is Overstocked 

When a customer is overstocked with similar goods, 
you must help him out. You can help him out with sug- 
gestions for getting rid of his present stock, and also the 
order you sell him. If- you have a good line and a strong 
sales-talk, you are in a position to sell him in spite of his 
present supply. 

Your customer should only buy goods that will move. 
He should have no "dead" stock. But these conditions 
depend on the customer's foresight, and knowledge of the 
lines of goods that sell best in his neighborhood, com- 
munity, or district. 

He should handle the lines of merchandise that sell most 
readily, and it is your business to investigate conditions 
with him, and show 'him how he can put your goods in 
stock, and re-sell them quickly at a profit. 

If he unaided cannot sell them at a profit, he should be 
given a plan of action, which you know will get results 
because it is in line with the best business methods. 

As soon as you know why a customer is overstocked, 
you can tell him how to prevent a recurrence of the same 
conditions. If other salesmen are deliberately taking ad- 
vantage of him by selling him goods that he cannot possibly 
re-sell at a profit, show him the mistake he is making. 

It is always best to sell a new customer goods that will 
turn over quickly the first call. If you make a second call 
on a merchant, and he has not moved at a profit all the 
goods, or a satisfactory part of the goods that you sold him 
on the first call, it is going to be a hard matter to re-sell him. 

A merchant wants to make money. He is interested in 
your goods because you can help him make more money 
than some other salesman can. If you do this, in time he 
becomes a personal as well as a business friend, but, to begin 
with, he is only interested in what you can do for him. 

When opening up a new account for your firm, even if the 
first order be small, leave the customer with the knowledge 
that your house always gives small orders the same care 
that it does large ones. 

Your customer may not have had the consideration he 
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feels is due him from several houses. Get his confidence 
and if his credit is good tell him that if he gives your house 
all or a good part of his business, that you can give him a 
line of credit that it would not be possible for him to get 
in any other way. 

As a matter of fact, houses, when they are sure of the 
integrity of their customers, often go to great lengths to 
get a large volume of business from them. 

Influencing the Customer to Buy from One House 

When your customer is bujdng from a number of houses, 
it is possible to induce him to buy heavily from you by 
showing him the advantage of bu3dng all or most of his 
goods from one house, and that one yours. 

As an efficient salesman, you will not advance the argu- 
ments that will cause him to center his business with one 
firm unless that firm b yours, while if he is buying only 
from one house, you will show him the advantages of bu3ring 
solely or partially from your house. 

We wilt suppose that your house carries a complete line 
of dry goods and notions. You can tell the customer that 
as 3rour house is able to carry this larger line of goods, 
it will be a benefit for him to put his faith in your high grade 
line, and in the service he will receive from you, rather than 
split his orders. You can show him that your house is 
able to give him more consideration, better valties, and 
longer credits, when he gives you his entire business than 
another house would when it only receives a part of his 
business. 

You will perhaps be able to convince him that he can 
build up a better trade through carrying an established 
line of goods; or, if your goods are new, that he will be 
able to make a larger profit on the amount invested. You 
must also be able to convince the customer that even if 
he gives you but a small order, he is going to get unusual 
service. 

Tell him of your personal interest in your customers, 
how your aim is to keep your customers stocked, and never 
overstock them. Show him that your idea of good business 
is to help him move his goods as quickly as possible, that 
you would rather take a large number of small profits on 
sales from him, than one big profit and no more. 
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Tell him of methods your house and yourself have worked 
out to help other merchants, and that he can depend on 
getting more than a square deal if he trades with you. 

By buying from you in large quantities, it may be that 
your customer can save himself freight, overhead expenses 
— such as bookkeeping or storage room — ^useless letter 
writing, and know for certain that his goods will be de- 
livered on time. 

Get all the arguments you can why a customer should 
buy from you, and then answer his objections with these 
reasons. If you can do this, you are a scientific salesman. 
If you cannot do this, you are an "order-taker,'' but even a 
good order-taker ought to be able to answer questions. 

The scientific salesman is the man who answers most 
questions before they come to him; or, who builds the sale 
on objections, through urging the customer to buy because 
that customer feels the goods are right, and knows they are 
right because the salesman has proved them equal to or 
better than the standard at the same price, and with better 
service. 

Handling the Customer Who Busts Most or Part of 
His Stock in the City 

In handling the customer who goes to the city to buy, 
and who can not be influenced to place his complete order 
with you, he should be induced to make your house his 
headquarters when in the city. He ought to have his mail 
addressed there, and should answer his letters there, if 
it is his regular practice to remain in the city a few days. 
He should be given courteous, sincere treatment from the 
city employees of the house, if you cannot be there to meet 
him when he arrives in the city. He ought to make his 
engagements to meet any of his city friends who might 
call on him at the city office of your house. 

The salesman should give the customer careful directions 
for reaching the house, in case the customer has not visited 
it before. Sometimes it is advisable to direct the customer 
to a hotel that fits his purse, and which will give him the 
right kind of service for his money. You might even out- 
line the things he ought to see in the city, fitting the things 
he should see and do to the type and temperament of the 
customer. 
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Write your firm when it can expect him. In case he 
does not know just when he is going, have him write and 
tell you when he is going, so you can write your house. 
When you write your salesmanager you can tell him how 
to handle the customer to get and keep his friendship. 

You probably know more about his likes and dislikes 
than the house does, and as a loyal member of the house 
you \rill put them on the right track, so that they may not 
inadvertently oflfend him. 

You will of course suggest to him the advarUage of giving 
you an order for the regular stock, so he will have more 
time to spend in picking out novelties and special articles 
he needs while in the city; and better still, sell him a full 
stock, after influencing him to delay the trip and save the 
time and money the trip would take. 

You may be able to induce him to go over his stock with 
you, so you both may be able to confer on what he needs, 
and what he will find profitable for the coming season. 

You might suggest that you know the particular articles 
other merchants expect to sell this season, and that you 
can make suggestions that will no doubt prove valuable 
to him. 

It may be that he ought to close on some particular 
articles you now have, which will be hard to get in a short 
time, as they are selling fast. If you cannot promise him 
quick delivery at a future time on some of the stock for 
which you carry samples, it might induce him to buy now. 

"There is many a slip 'twixt cup and lip.'\ ... If you 
sell the customer while you are on the ground, you and 
your firm are sure of his business; otherwise, you are not 
sure of it. 

Making the Sale Sure 

You might be able to induce a customer to buy by 
showing him the danger of bu3dng too much when he gets 
into the city. He may not, in fact, have decided on a trip 
to the city. He may only be using it for an excuse. Then 
vou want to get at the facts. You want to sell him now, 
oecause some other salesman will get to him before you 
return and sell him. 

The inexperienced buyer, and by this we mean the 
average small town merchant, or the man who is running 
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a small store, is not always able to avoid overloading him- 
self. The large store buyer is experienced, and does not 
overload, as he buys by need and not by guess. 

It is not possible for the average country merchant to 
keep his stock in mind while in the city; especially when he 
is entertained, and becomes impressed with the large 
amount of business the big house is doing. 

He begins to think in bigger figures. This warps his 

{'udgment, and makes him see things that are not so. Then 
le overbuys, in spite of his past experience with his hold- 
over stock. 

If you can be sure that a customer will go to your house 
when in the city, where you and your house will be sure 
to get his order, it is often an advantage to have him come 
to the city to buy. But, if there is a danger that some of 
the other city houses in your line will get the bulk of his 
business, or even a small part of it, it is wise to close him in 
his home town. 

You want his business — all of it — ^and if you can get it 
in his home town by better salesmanship, be the better 
salesman and add to your income and the profits of your 
house. 

It has been foimd profitable when a big, high-credit cut^ 
tomer is going to restock, or buy a full line for the coming 
season, for the salesman to take him to the city with him 
to look over the full line the house carries. But, you want 
to be on the job at all times. Other salesmen are alert, 
and you will lose a great deal of your customer's business 
if you let them get their hands on him. 

Oflfer to pay all his expenses on the trip, if it can consist- 
ently be done. If he accepts the offer, he will feel that 
he is under obligation to place most or all of his order with 
you. Many houses pay the full expenses of their customers 
who come to the city, if the customer places an order large 
enough to warrant it. 

Getting Customer to Deny Negative— Assume Posi- 
tive 

An excellent way to get the customer to look at your 
merchandise from your standpoint is to assume a positive 
attitude toward his objections. You ought never to let 
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him get the idea that you do not want to answer his ob- 
jections. 

If you can answer three or four objections in a positive 
manner, the customer may assume that you can answer 
all his objections to his satisfaction, and as a result he will 
feel convinced and will offer no additional objections. 

You might even say to the customer: "Mr. Blank, you 
don't think doing withotd my goods is going to advance your 
business, do youf" And when he answers, "No," you can 
come back with: "Then you see how importarvh it is that 
you have them; and take advantage of my present offer.*' This 
is what we mean when we say that you can get the customer 
to deny the negative, and assume the positive yourself. 

Get used to objections. Never fear them. They will 
help you sell your goods. You will not fear the objecting 
customer as much as you do the silent customer, once you 
are selling your line. 

The man who objects to your goods gives you something 
definite to overcome, and when you overcome this definite 
thing, he will buy. 

On the other hand, the customer who is silent does not 
let you know why he will not buy, and you have to draw 
him out to find out why he does not want to buy your 
goods. 

When you know what objections to overcome, you can 
draw upon your experience and knowledge and resourceful- 
ness and overcome them. 

Get the silent customer to tell you why he will not buy, 
or what objection he has to your goods, or what he does not 
understand about them, and overcome the objections he ad- 
vances so he will do business with you. 

We have called your attention to the fact that your 
house will be able to throw much light on the best method 
of handling objections that you will meet with in selling 
your particular line, and that you ought to study objection- 
answering from the experience of the other salesmen work- 
ing for your house. 

Then you can add your own experience to what the house 
teaches you through advertisements, house organ, sales 
meetings, and sales manual; and thereby increase your 
business creating and developing ability. 
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Answers That Appeal to the Customer 

It is very important that the answer you give to an objec- 
tion appeal to the customer who makes the objection. It 
is not sufficient to just answer him — ^your answer must 
convince the customer you are righti and that your posi- 
tion is well taken. He must see the reason behind your 
answer, even if you do not go into detail at the time of the 
answer. 

The customer has the right to expect you to give his 
objections serious attention. If you do so, he will appreci- 
ate your willingness to convince him on the merit of your 
goods. If you fail to answer his objections in a way that 
appeals to him, he will refuse to give you his business, 
or at least will not do business with you at a future time. 

You know the value of service. You know the customer 
has the right to service. You must give him courteous, 
agreeable, willing answers to every objection he makes, 
or tell him that you will take that objection up later. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



1.— DO I KNOW THAT J CAN LARGELY PREVENT THE CUSTOMER 
FROM MAKING OBJECTIONS THROUGH THE SALES-TALKt 

2.— DO I REALIZE THAT OBJECTIONS DO NOT HINDER THE SALE; 
RATHER THAT THEY HELP IT, IF I KNOW HOW TO ANSWER 
THEMt 

Z.—DO I OVERCOME OBJECTIONS THROUGH TALKING POINTS? 
DO I CONVINCE THE CUSTOMER RATHER THAN "CONVERSA- 
TION*' HIMt 

€,—D0 I SHOW THE ''TOO BUSr' CUSTOMER THAT HE OUGHT TO 
TALK TO ME, THAT HE IS NOT "TOO BUSY" TO HEAR WHAT 
I HAVE TO SAY, AND TO SEE WHAT I HAVE TO SHOW HIMt 

S.—DO I GET THE HELP OF MY HOUSE TO OVERCOME UNUSUAL 
OR UNFAMILIAR OBJECTIONS? 

6.— DO I HELP THE OVER-STOCKED MERCHANT TO UNLOAD, THERE- 
BY EARNING HIS GRATITUDE, AND THEREBY PUTTING MY- 
SELF IN LINE FOR HIS FULL BUSINESS? 

l.—DO I SHOW THE CUSTOMER THE ADVANTAGE OF BUYING OF 
ONE HOUSE— AND THAT MINE; WARN HIM OF THE DANGER 
OF BUYING TOO MUCH, OR HAVE HIM CUT DOWN HIS OR- 
DER, AS MY JUDGMENT DICTATES? 

8.— DO I SEE THAT THE MERCHANT WHO INSISTS ON BUYING 
IN THE CITY IS TAKEN CARE OF BY MY HOUSE, AND DO I 
SELL HIM ALL I CAN BEFORE HE MAKES THE TRIP? 

g.—DO I ASSUME A POSITIVE ATTITUDE TOWARD THE CUSTOMER 
AND MAKE HIM FEEL THAT WHAT I SAY OUGHT TO GO? 

10.— DO I ANSWER EACH CUSTOMER SO MY STATEMENT WILL AP- 
PEAL TO HIS EXPERIENCE, KNOWLEDGE, AND PERSONALITY? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



h-^NAMB THE CHIEF OBJECTION YOU HAD IN MIND TO BUYING 
THIS COURSE. 

2.^FR0M YOUR PRESENT UNDERSTANDING OF SALESMANSHIP, 
ANSWER THE OBJECTION GIVEN AS YOUR ANSWER TO THE 
ABOVE QUESTION, 

B.—TELL HOW AN OBJECTION MAY BE OVERCOME OR AVOIDED. 
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LESSON NUMBER SIX 

Closing— To Get Favorable Action 



FANNING DESIRE INTO A FLAME OF ACTION 

WHEN you have, through the proper appeals, 
aroused the desire of the customer, you should fan 
desire into a "flame of action." Action is what 
the salesman wants. The customer also wants his desire 
gratified. There is nothing more to do but to enthuse the 
customer f so all outside considerations will be overcome and 
forgotten and the sale closed. 

If the salesman is full of ambition and determination, 
if he is full of health and energy, and if he realizes the im- 
portance of his merchandise to the customer, he will 
inamediately be enthused over the customer having the 
goods; and he can then awaken the desire for possession on 
the part of the customer. 

Once the salesman gets the customer determined to get 
the goods if it is possible for him to buy them, the time for 
the close has come. Even if the customer is not visibly 
affected by the sincerity of your sales-talk and the demon- 
stration you have made of your merchandise, if you have 
gone through the steps of the sale in the proper manner, 
you have surely induced the corresponding states in the 
customer's mind, and you can make the sale. 

The customer may not have the initiative to say, ''Where 
is your order bookf I want to give you an order.*' That is 
the salesman's business — but the customer will buy when 
you make it easy for him to do so — he will follow the line 
of least resistance. 

Your success as a salesman will be limited if you expect 
the customer to make the decisive step. In nine cases out 
of ten — no, in more than ninety cases out of a hundred — 
if the salesman did not take the initiative and induce the 
customer to buy, there would be no sale. 

The customer, even though he has a desire for your goods, 
will seldom deliberately tell you so in a direct statement; 
he lets you do most of the work. He expects you to sell 
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him, or let him buy; but he does so in many cases simply 
through force of habit. 

If you do not ask him to buy, he may think that you are 
simply demonstrating your merchandise for pleasure and 
not for profit, and will reserve his order for another salesman 
whom he finds it difficult to avoid giving an order. Once 
you get belief and desire, get auction and make the sale. 

Selling the Customer NOW 

Did you ever lie awake nights thinking of something you 
wanted, and trjdng to figure out how you would get it? 
And, if your desire for obtaining that thing was strong 
and persistent enough, you usually discovered a way to 
get it. 

The customer is in much the same position. In the 
preceding four steps of the sale you have m^de him want 
what you have to sell. He has been vacillating, and will 
continue ta^put off getting it, unless you get him anxious 
about losing the chance to get it, or unless you make it 
easy for him to buy, accept his order, and start writing it 
down. 

If you have an article that he must buy now, or not at 
all, you have a double chance of selling him. If you have 
an article that he can buy at any time, you ought not to 
convey a negative suggestion that he can get it later. 

Make the customer think that he must buy yont good8 
now. He ought to sign now.^ You are with him now to 
sell him. You want to sell him now because he needs to 
use your goods from now on, or because he ought not miss 
the opportunity of making the profit that you can assure 
him now. 

You may not get that customer if you do not dose him 
immediately. He ought to be induced to buy at once, 
inasmuch as you now have his desire fully developed. 

If you do not secure his order now, negative suggestions 
may come to him as soon as you leave him that will prevent 
his buying at a future time, or he may begin to deliberate; 
and, when a customer begins to deliberate, he can usually 
find more reasons for not buying than for buying. 

You have the customer where you want him. If you 
are the right kind of a salesman, you have worked hard to 
make the customer think as he does. It is his duty to buy 
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now. It is your opportunity to sell him without a second 
caU. At a second call you would have to *'work him up^' 
to the present stage all over again, and in spite of all your 
argument and suggestion, the customer may not buy at the 
second call. 

By all means sell him while you are with him, immediately 
after he shows by his expression or actions that he wants 
your goods. Live salesmen never let "the grass grow under 
their feet.'' A salesman once had a chance to sell a cus- 
tomer, but neglected it; the next time the salesman called 
the customer was dead and buried. 

Helping Customer to Decide in Favor of Your Goods 

A loyal salesman will never belittle himself, his goods, or 
his house, but will naturally say anything or do anything 
that is above-board and honorable to sell his goods. Your 
goods are good goods, and you -are going to sell them on their 
merits, and because they have value to the customer. 

Each statement you make must have a bearing on the 
sale; your one idea is to sell the customer; you should never 
say an3rthing that will give the customer negative thoughts 
of yourself, your goods, or your house. Negative thoughts 
break down confidence and confidence is one of your most 
valvule assets in doing business. 

A salesman can go into a territory where he and his 
house are unknown to the trade, and do business on his 
ability as a salesman and on his knowledge of business 
conditions and his merchandise. Business is built on con- 
fidence and the customer has confidence in a good salesman. 

You ought to uphold the customer in this belief and 
never abuse* his confidence. Confidence creating and 
retaining salesmen are business builders, and with your 
knowledge of salesmanship you can cause the customer to 
have full confidence in you — more than he has in com- 
petitive salesmen. 

Helping the customer to decide in favor of your goods is 
sometimes like playing checkers. He makes an objection, 
and you answer it, just like he makes a move and you 
jiunp his checker. It is also true that you can keep him 
interested in your sales-talk so he will not "jump your 
checkers," because he will overlook them. 

You can keep him so interested in your goods, and your 
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sales-talk, and your method of handling hinii that he will 
forget to make objections. Then, through your closing 
appeal, inasmuch as he has admitted practically everjrthing 
you have said, keep his mind so full of the good qualities in 
your goods, and his appreciation of yourself, and so full of 
the use he will make of your goods, and the profit they will 
bring him, that you can drive him into a corner, like jrou 
might in checkers, and clean up the board of his opposition. 
Then the sale is yours in much the same way that you have 
won the game of checkers. 

Supporting Your Points Through Resourcefulness 
and Reasoning 

Throughout the sale, you have given your customer 
reason why after reason why to convince him that he needs 
your goods, and should buy them. Some of these same 
reasons can again be used at the close. If you have made 
a point during the sale that particularly appealed to the 
customer, you can lay stress on it again at this time. 
Right here you must hold command of the situation. You 
must make the sale and not let the customer getaway from 
you. Be resourceful — **where there is a will there is a way." 

Illustrating resourcefulness — A tramp in Kansas was 
hungry. Deep snow was on the ground. He saw a jack- 
rabbit and he knew that jack-rabbits were good to eat. 
He had no gun but that did not stop him — he was hungry. 
He took after one jack-rabbit up the road, but ould not 
catch him but he had heard that rabbits could not run well 
in the snow. Mr. Tramp then took after another jack- 
rabbit across a field, and ran him down. He got what he 
was after because he was resourceful and persisted. 

The salesman cai^ with advantage be equally as persis- 
tent in selling his line. Always keep the sale in mind, and 
talk with the sole purpose of creating and satisfying the 
customer's desire for your goods by selling him. 

Be an efficient salesman — make your time count for 
something. Satisfy your "sales-hunger" before sitting 
down and taking it easy with the customer or before 
''closing up" for the day. Get the business first, last, and 
all the time. A salesman who is "sales-hungry" wiU get 
business just as a "food-hungry" tramp will get a square 
meal. 
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Supporting Your Points Through Experience 

^ Whenever your customer tells you an3rthing concerning 
his experience, adapt that experience/at;orab{y to your line of 
goods. You can usually make a strong appeal to a man 
along the line of his past business dealings, his personal 
experiences, and because of his business knowledge. 

Tie your proposition to his needs so tightly that he will 
feel he has lost a part of his business if he lets you go with- 
out buying. 

Whenever you can make your customer feel that your 
goods are a part of his business, and that they will profit 
him, or that thejr will be of distinct use to him, he will 
make a decision m your favor. 

Then, you hand him a fountain pen, or a pencil, and he 
will sign. Or, you write down his order in your order- 
book, and then have him sign the entire order when com- 
pleted. 

Even though you cannot appeal to a customer through 
his experience you can perhaps appeal to him through the 
experiences of others whom he knows. He has exchanged 
ideas with other business men in his line — at least to some 
extent — and on the knowledge he has thus gained, it is 
possible to sell him. 

Sometimes you will have to tell about the experiences of 
your previous customers to convince him that he ought to 
buy at once. If this is necessary, be adaptable. 

If you keep your eyes and ears open, you will be able 
to draw examples of the dangers of a ''put-off policy.^' The 
manner in which you make him feel the disadvantages of 
not buying now determines your success in closing. 

Hardening Your Closing Muscles 

What you have learned in this Course of Salesmanship 
will make it possible for you to harden your closing mvsdeSf 
just as you harden your physical muscles. You must 
believe in yourself because you know you are made of 
reliable material, and be hardened to win. 

If you wrestled with another man, and overcame him, 
you would do it through physical^ skill. Wlien you close 
with a customer, you overcome him through mental skill. 
In the last case you dominate the customer mentally, where 
in the first instance you overcome your opponent physically. 
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The master-man of civilized society depends on mental 
power instead of physical strength. The scientific salesman 
is one of the important elements in business because of Us 
dominating mentahty, and his conquering spirit. 

The salesman is a winner because he has trained himself 
to win. He has skill. He obeys the rules of the business 
game. He is above-board. He is honorable. He is far- 
seeing. He wins because he knows. He knows because he 
has trained his mind. His character is sound. His per- 
sonality is attractive. 

His mind-power and will-power make him a "business 
thoroughbred." Because he has built a s^ongr foundation 
for success, and developed his courage he is a success; and 
the income he receives, and the honors that come to him, 
are the result of being a success in himself. 

Closing when the Customer Needs Your Goods 

The average customer does not know the Rules of Success 
or Business as well as you do. It is your duty to get him 
to buy your goods, but for his benefit as well as for the benefit 
of yourself and your house. You close him, you get his 
order, because of the good you can do him. 

He needs your goodsy and when you have presented them 
properly^ he realizes this need — and he wants them. He 
ought to have them. He will be satisfied with the profit he 
gets from them, or with the use he will make of them. 
Then dose him for his profit. 

Just as a parent controls a child for the child^s good, so 
can the salesman induce the customer to buy because his 
goods will benefit that customer. 

It is right and proper that the parent reason with the 
child, and make suggestions that will induce the child to do 
the thing that should be done for his present and future 
benefit. It is the duty of the salesman to reason with and 
persuade the customer to buy his merchandise, for the 
benefit of the customer. 

Makinff Closing Easy Through Autocratic Self- 
Development 

How is it possible for a salesman to sharpen his wits so 
he will be able to close all possible customers? This is a 
question that has puzzled many salesmen who were anxious 
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to do their best work. The only method of self-develop- 
ment that is sure is to nde yourself as an autocratic sover- 
eign would his people. Outline things you should do, and 
then do them. Time will bring greater power to achieve. 
Closing customers can become a habits 

Habit results from doing things often. Doing right things 
often, forms a positive habit. Closing customers is a 
valuoi)le and most essential quality for any salesman to have. 
Try to close each and every customer to whom you deliver 
your sales-talk, and you will strengthen your closing power. 

Power comes from confidence. You get confidence by 
knowing you can do. You know you can do, when you 
actually accomplish what you set out to accomplish. 

Four cornerstones that wxike for success are ^ character ^ 
personality f mind-power ^ and wiU-power. Anything you do 
to increase your ability by adding to the cornerstones that 
underlie all success will make you a better closer. 

You will only be able to influence the customer through 
one or more of %hQ four factors that make you the man you 
are. You must get the customer's confidence and respect 
because you have character. You must make him like 
your personality, and want to do business with you. You 
must appeal to him and persuade him through your power 
of mind, and you will sell him because your will-power is 
stronger than his — ^for the moment, at least. 

You cannot dominate any customer unless you can get 
the right angle of appeal. You will have to appeal to him 
in one of these ways, and it is therefore necessary that you 
make the most of yourself at all times; so your closing 
ability will not suffer from neglected attention. 

It is your determination not to be thwarted that makeet 
the customer buy. If he does not want to buy at first, 
and you do not awaken desire^ and belief , and force him 
throu^ superior knowledge to give you an order, he 
will not buy. 

All your time, energy, and enthusiasm has been 
wasted if you do not make the sale. You must make it. 
When you must do anything^ you can. If your life were in 
danger, you would set your mind to working out ways 
and means of saving it. Your business career is in danger 
each time you let a possible customer get away from you. 

You cannot be a strong salesman unless you are strong av 
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closing. And, you must have courage to be strong in 
closing. It is nothing to ask a customer to sign the order 
blank or give you an order, when he desires your goods. 
You cannot possibly close unless you have awakened thi» 
desire. When the customer has the desire, close him. 

Adapting Your Closing Appeal to the Individual 

One of the most important conditions in connection with 
closing the sale is to adapt your closing appeal to the 
individual with whom you are doing business. He will 
only buy when you make the appeal that will influence him. 
This appeal changes with different types and temperaments 
of customers. 

Your customer may be a mental type, in which case you 
can best appeal to him through his intellect. In case he 
is the motive type, you will find it easier to stimulate his 
enthusiasm, and get his order while he is aroused. The 
vital type of customer can be influenced through his feelings, 
especially the appeal to his appetites, comforts, pleasures, 
good-nature, etc. 

If you find you cannot adapt yourself to the customer, 
you will wonder why you cannot close. You must 
learn to fit your appeals and emotions to the conditions in 
which you find the customer, and at the close of the sale, 
especially, where the customer is in a state bordering on 
action, it is necessary that you do the thing that will make 
a strong appeal to him, so the sale will take place phyisi- 
cally, as well as in the customer's mind. 

Some customers will only require that you hand them 
the pen and say "TAc place to sign is on the first dotted line.** 
Other customers will need a strong push to get them over 
the border of indecision. 

Customers are a good deal like soldiers. Some soldiers 
go "over the top," because they want to; others go over 
because they fear to stay behind; still others go over 
because those behind are pushing them. Get the customer 
in the way that you think will insure his "staying put,** 
once you sign him up. 

If the customer has a decided tendency to back down, 
you will have to tie him up harder. He may have to be 
handled as roughly as a "lassoed steer," but be handled he 
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must; and it is up to you to do the thing that will insure your 
goods changing hands. 

Your goods should become the customer's before you 
leave him. The customer will nearly always have said or 
done something during the interview that will aid you in 
handling him at the close. 

Summarizing the Points Made in the Sales-Talk 

Summarize the points you have made in your sales-talk 
and demonstration. This is one of the excellent ways of 
clinching the sale. If your customer does not seem quite 
convinced, go over what you have said. In a word, give 
him a second sales-talk. 

This second sales-talk does not need to go into detail like 
the first one; it may only be a few well directed arguments 
that sum up what you have proved to him, and a sugges- 
tion that, inasmuch as he has agreed with you on certain 
points, he will agree with you on these main points. 

You will, of course, not tell him that you are smnming 
up, but press down hard on the sales-points that he has 
admitted are good. You will even tell him that he has 
admitted specific points, and, on the strength of the points 
that he has admitted, you will often find it possible to get 
him to agree with you on other points of which he knows 
very Uttle; but which he will take because of his confidence 
in you. 

Even though we tell you the value of reasoning, do not 
forget the importance of suggestions. The customer will 
often think that you have advanced a reason when you 
have simply given him a strong suggestion. 

Earlier in the sale when a sugjgestion is made, he sees 
that it is not a reason; but, in closing, if you bear down hard 
on statements you have made in the beginning, and over- 
whelm him with reasons why he should buy, and suggestions 
that push him toward the signed order-blank, he cannot 
distinguish between reasons why and suggestions why he 
should buy. 

The purpose of the close is to get the order; you should 
say nothing that will cause the customer to deliberate. 
You have helped him think out the reasons why he should 
buy during the sales-talk and demonstration. If he has 
not come to a negative decision and turned you down, get 
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him to buy; he is not going to take a negative attitude 
now, since he has actually or tacitly admitted the truth of 
all the statements you made during the sales-talk. 

Making Use of Extra Points in Closing 

The scientific salesman always saves some of his strong 
points for the close. He does not give all his good points 
to the customer at the time of the sales-talk and demon- 
stration. He wants some of the particularly efficient paints 
to use as an extra punch at the time he asks for immediate 
action. 

It is sure that the salesman who talks himself out during 
the sales-talk does not do so much business as his shrewd 
brother who gives the customer enough points to convince 
him, and saves his biggest point for the time when action 
must be induced. 

For instance, if you were giving some special inducement 
to buy your goods, even though that inducement were 
given to every customer, you ought to save it up for the 
close; when you would advance it as a reason for buying 
now. 

The customer does not need to know that every customer 
gets the inducement. He only needs to know that if he 
acts without delay, he will get it. It is right and proper 
that you induce a customer through an extra inducement 
or point. 

Even though you do not have a special inducement to 
give the customer, you ought to have something strong "up 
your sleeve" which will impress him with the importance 
of securing your goods before you leave his presence. 

In war times, the big extra point — once you have the 
customer enthused over your goods, the use he can make 
of them, and the profit he can secure from them — might be 
that he will have to buy your goods this trip, or this call, 
or "lose out" altogether. 

You might state that there is a bigger demand for your 
product than your house anticipated, and that it is going 
to run short of stock. Your statement should be true and 
within reason, or the customer will possibly see you are 
trying to "push him over," and will begin to doubt some 
or all of the other statements you have made. 

If the customer knows prices are going up, it is a big 
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point in favor of his bujdng immediately, and, if prices do 
actually go up, you are protected in the confideAice of this 
customer, and can again do business with him. 

Making It Easy for the Customer to Buy Now 

Everything should be done to make it easy for the cus- 
tomer to buy — ^and that now. The customer wiust have 
every obstacle — real or fancied — ^removed before he will be 
wilUng to sign. If he thinks he ought not buy, for any 
reason or prejudice, you are going to experience difficulty 
in making the sale. 

As a salesman who has his customer's interest at heart, 
you will know ^your Une so well, and the conditions that 
siuTOund each individual customer — which you have gained 
in the pre-approach — so well, that you will have no trouble 
in showing the customer how he will gain by orderifig your 
goods; and how he will lose by not ordering them. 

Get him now. Get him now. GET HIM NOW. This 
is what should be running through your mind at tbe close 
of the sale. If you reahze that you will not get him at all 
if you do not get him now, you will see to it that you sell 
him now. Remove anything and everything that will make 
the sale doubtful. 

There are some sales that you cannot make on the first 
call; but until you know you cannot press the customer 
farther without actually ofifending him, or hurting your 
chances of doing future business with him, you should 
attempt to land him. 

If you had a good trout on a line when fishing, you would 
not let him go unless you valued your hne more than you 
did the trout. Neither should you let a customer get ^way 
from you, unless his future business means so much to you 
that you cannot afford to risk making him angry. TVlhen 
the trout breaks the line, he is gone — when the customer 
gets angry, you lose him. 

Having Materials at Hand to Close 

You will find it easier for the customer to buy when your 
order-blanks are handy, your pencils well sharpened, your 
fountain pen filled, and your goods ready to deliver at Ws 
convenience — ^now or next week or month or season, ay hs 
may wish. 
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You should also help the customer in every possible way, 
so it will be easy for him to sign up. For instance, if he 
had an article you are selling in hie hands, you would reach 
out and take it, at the same time handing him the pen he 
is to use in signing the order. 

Lay out the order-blank without any unnecessary noise. 
Avoid awkwardness. Awkwardness has caused many a 
lost sale. Help the customer; but never get so excited over 
getting the sale that he will think making sales is unusual 
to you. Take your time, and give the customer time; but, 
get him to sign as quickly as possible, and put the order in 
your pocket as soon as he has signed it. 

It is even well to explain what is in the contract at the 
time of the sales-talk, so the customer will know what he 
is signing, and will sign on confidence in you, instead of 
reading over the legal order he is signing — in case your 
order is legal in form. 

Do the right thing by the customer. Be square with 
him. Tell lum what he is signing. You will get his sig- 
nature to the order to avoid his deliberating and your 
losing the sale. 

It is not because you fear he may change his mind because 
of what is in the order-blank; it is because yon fear he will 
have time to think over buying, and that is exactly what 
you do not want. 

Once you get him signed up, he can read over the order 
with you, and you will explain it to him in detail. Let him 
know that everything in it is for his protection. It is 
planned on business principles, to which he cannot con- 
scientiously object. 

Making It Hard for the Customer Not to Buy 

You will make it hard for the customer not to buy if you 
outline whatever discouraging conditions that will or may 
prevail if he does not order your goods. A prominent cash 
register company uses this method to good advantage. It 
definitely shows the customer, not only the advantages of 
having its register, but also the disadvantages of being 
without it. 

It shows the merchant, for instance, how he will lose 
money through sales that are made and not charged; it 
shows him that he is putting temptation in the way of his 
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clerks. Think of all the disadvantages that will resuU from 
not buying your goods; then outline these disadvantages so 
the particular customer will not want to suffer them. 

Stimulate his imagination. Show him how he can protect 
himself against failure, and how failure mil result in some 
respect if he does not use your product, or sell it to his 
customers. If he does not buy your merchandise, he may 
lose money f he may have dissatisfied cystomas, he may be 
obliged to take back goods, he may be unable to sell his 
inferior line, etc. 

Here is where a good knowledge of the conditions sur- 
rounding a particular customer helps you to appeal to him. 
It is possible to "scare" him into buying your goods; but 
you must be carefid not to scare him* in such a way that he 
will be negative in his attitude toward you and your house 
and your goods. 

The only reason you would seek to show the customer 
how he will suffer financially, socially, in influence with his 
customers or in any other way, if he does not have your 
merchandise, is because these things may help you sell him. 

If there is any "back-fire'^ to what you say, never say it. 
The purpose of salesmanship is to sell things at a mutual 
profit. Anything that tends to interfere with selling things 
is not good salesmanship. Use good salesmanship as it is 
always more likely you can sell through legitimate methods 
than by other means. Use good selling arguments and 
suggestions because you desire to persuade and overcome 
the resistance of the customer by force of reason and 
suggestion. 

Ascertaining Why Customer Puts 0£F Buying 

There are customers, who, no matter how efficiently they 
may seem to have been handled by the salesman, will not 
buy. Such customers are chronic delayers. As a salesman, 
you want no delayers on your caUing Ust. But you cannot 
'•^fuse to call on them. They must be sold. They have 
gooa money to exchange for the salesman's goods. 

Their money is just as good as that of the easy customer, 
and if you once overcome them through a knowledge of why 
they are hard to close, and work out a method that will 
close them, you are fortunate; for, once convinced, such 
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customers are usually just as hard for another salesman to 
sell as they were for you to sell in the first place. 

Do not neglect selling a customer because he is hard to 
sell. He may be the very customer that will bring you the 
most business in the long run. Get under the skin of such 
a customer. Find out why he puts off buying. If you 
cannot sell him the first time, it may be possible for you to 
find out why he will not buy; and make good with h\m on 
the second call. 

One salesman of our acquaintance called regularly on a 
customer for three years. Each time he called he brought 
a smile and a good word to the buyer, but never secured 
an order, because the customer was tied up with another 
salesman who had been selling him for ten years and who 
was rendering good service, and quoting a reliable line of 
goods at low prices. 

Finally, the other salesman went into business for himself, 
and the "three-year" salesman got the business of this 
buyer, which amounted to a good figure. It paid this 
particular salesman to "stay on the job'' until he got there. 

Use your judgment, and get the business under similar 
conditions, in a way which may, in your opinion, seem 
profitable to you. 

If you cannot find out why a customer will not buy from 
you, ask him outright. Make a man-4o-man appeal to him. 
If he is approached right, he may tell you why you cannot 
do business with him. Many times he will give you a 
reason that you can overcome. Then set about overcom- 
ing the negative conditions which prevent your making 
sales to him. 

Finding the Incentive that Will Cause Action 

The incentive that will cause action may be an induce- 
ment. It may be an argument, or you may be able to get 
action through tieing your product up to the customer's 
needs and wants. Once you get the incentive that will 
bring your customer around to your way of thinking^ you 
can induce him to buy when and how you want him to. 

The incentive will be found from a knowledge of human 
nature, from hints that the customer or his clerks will let 
fall, or from the application of the buying motives to the 
customer. Few sales are closed on straight argument. 
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Most sales — possibly nine out of ten^ — are the result of a 
strong, personal appeal to the customer. 

This is where your sales ability and personality come 
in. The salesman who has made the most of his oppor- 
tunities is usually able to get results because he has the 
ability to put the sale over. He can induce a customer to 
buy because he knows how to appeal to the customer. 

Such a salesman may appeal through an intuitive knowl- 
edge of human nature, and the well-springs that reach down 
into a man's feelings and emotions, or he may appeal 
because he has scientifically learned how to apply the prin- 
ciples outUned in this set of lessons. 

In either case, he will be a man strong enough to get the 
customer to allow him to act for that customer. His per- 
sonality will be quite in harmony with his line of merchan- 
dise, and he will make sales through enthusiasm and through 
confidence. 

You are going to study your goods and the condition of 
the customer. You are going to learn all you can about 
your work, and about conditions that bear on your work. 
You will read and study, observe and experiment, plan and 
apply your plans — until you become effi^ent with your line 
of goods. 

You want results, and you know you can get them if you 
are worthy of success. You can close customers by learning 
how, and you will learn how, although it takes time and 
energy and study to get at the underlying reasons that keep 
customers from buying. You can help the custonxer 
remove his objections once you know them. 

The Wood-Saw and the Steel-Saw Salesman 

There are two distinct kinds of salesmen. One is the 
man who is able to saw wood. The other is the salesman 
who can saw through iron bars. The "wood-saw salesman'' 
finds it easy to sell a harder class of customers than the 
"order-taker" would be able to sell; yet when he is up 
against a hard customer, he loses confidence, and makes 
his get-away without the order in his pocket. 

The "iron-saw salesman" can sell the hardest customers. 
He is made of harder metal than his brother. He can sell 
the harder class of customers because he is Uke highly tem- 
pered steel. He therefore earns a bigger income. 

VoL VII— 10 



Digitized by 



Google 



146 MAKING THE SALE 

You have undoubtedly seen men sawing through iron 
bars, and steel rails. You have also seen carpenters sawing 
through planks. You doubtless know that it takes a 
better-grade and a harder-tempered steel saw to cut 
through steel than it does iron, and through iron than hard 
wood, and through hard wood than it does through softer 
woods. 

The better the salesman, and the more worthy he is of 
respect as a man, the harder the customers will have to be 
to escape him. He will persuade them through his superior 
knowledge. He will influence them through powerful 
suggestions. He will sell them, if need be, through sheer 
will-power. 

He is a man, a thoroughbred we have called him, and he 
is able to close because he knows that this is the thing 
to do after he has convinced the customer of the value of 
his merchandise and has awakened a desire on the part 
of that customer for his product. 

The salesman who can overcome the harder customer is 
like the mechanic who can saw through the harder sub- 
stance. The mechanic who can saw through iron, and 
knows how to do it quickly and efficiently, as a rule, is 
better paid than a carpenter. He is handling a harder 
substance, and his knowledge is more valuable in conse- 
quence. 

You must be able to saw through iron or steel walls of 
opposition if need be. But never forget your wood-saw 
when calling on that kind of a customer. 

You should also consider that it takes more time, even 
when^you have the right saw, to saw through steel or iron 
than it does through softer substances. It Ukewise takes 
more time to close a hard customer than it does to close an 
easy customer. You should be willing to spend enough 
time that you may close each type of customer. 

Even a dull knife will cut through butter, putty, jelly, 
or any similar substance. It takes a sharper knife to cut 
through rubber, paper, or light woods. The cutting sub- 
stance must always be harder than the substance cut to get 
efficient results. You cannot cut diamonds with glass, but 
you can cut the glass with a diamond. You can cut glass 
with steel that is harder than the glass itself is. 

Keep these points in mind. Harden yourself so you can 
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close. Have the nerve necessary to ask a customer to sign 
the order-blank, or to buy NOW. You ought to cultivate 
yourself so you will have no trouble in closing when the 
time to close has arrived. 

The salesman, in order to overcome the resistance of the 
customer, must be of stronger will than the customer. 
You must have wiU-power to make a strong closer. You 
must be able to induce the customer to buy, in spite of any 
objections he may have made, and in spite of negative 
conditions which might prevent his bujring. 

He will buy if you are stronger and more determined 
than he is. You can tie him up so completely with your 
character, personality, naind-power, and will-power, that 
he cannot resist your influence. As a salesman you will 
learn to close through actual experience in closing. You 
will close because you want to, and because you realize 
that you are not a scientific and successful salesman unless 
you sell your goods. 

Suggestion as the Final Hook or Push to Act 

No matter how many reasons why you give the customer, 
no matter how much argument you have during the sale, no 
matter what type and temperament the customer is — ^you 
will usually find it necessary to v^e suggestion at the close 
of the sale. 

Suggestions do not necessarily have to be given in words. 
You might, indeed, hand the customer the article you are 
selling him, and get him to give you a check or cash for it. 
The putting of the article in his hands might force the sale. 
He may be on the verge of bujring. 

You can tell how interested he is from the eflfect of your 
sales-talk. You can depend on it, however, that his 
interest in and desire for your goods is partly based upon the 
amount of intelligent thinking you did before you approached 
him, and upon the closeness of your investigation into his 
needs and wants. 

Sometimes you can get a customer over the line into a 
buying attitude by merely asking him whether he prefers 
to pay cash or payments. Such a question puts him in a 
position where he must either decide between a cash or 
credit plan. In fact, it changes his indecision from whether 
he will buy or not to whether he will buy for cash or payments. 
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The suggestion that you will put into the customer's 
mind at the close of the sale, just before you get his sig- 
nature, and which you expect will get his signature is given 
in such a way that he will decide between two things, 
either one of which will suit you. A salesman of strong 
personality and who knows the rules of selling is able to 
put a suggestion into the customer's mind so adroitly that 
the customer thinks he is doing all his deciding. 

Even when a salesman gets out his order book, and has 
his pencil poised above it ready to take the order, the sug- 
gestion is strong. It is stronger when this salesman makes 
a positive suggestion, such as "Afr. Blank, you will need 
about three dozen of this special brand, and two dozen of the 
staple line." 

Of course, a salesman could not make such a statement 
unless he'knew that Mr. Blank could use the number named, 
or close to it. Then Mr. Blank could say that he would 
want only two dozen, and one dozen, if he so desired; and 
the salesman would put down these quantities. 

Get the customer to do the thing you want him to do, 
and make a positive statement or do something that will push 
him into action. Do not offend him but indv>ce him to 
buy. You can make him buy by the force of suggestion 
better than through argument alone. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



1.— DO I SUPPORT M7 CLOSING POINTS WITH WELL PUT REA- 
SONS WHY THE CUSTOMER SHOULD USE AND PROFIT BY MY 
QOODSt 

2.— DO I APPEAL TO THE EXPERIENCE OF THE CUSTOMER, AT 
THE SAME TIME CITING MY OWN EXPERIENCE IN SUPPORT 
OF MY STATEMENTS? 

Z.^AM I HARDENING MY CLOSING MUSCLES JUST AS I HARDEN 
MY PHYSICAL MUSCLES THROUGH USE? 

^.—DO I ADAPT MY CLOSING APPEAL TO THE INDIVIDUAL CUS- 
TOMER, FITTING MY SUGGESTIONS AND REASONS TO HIS TYPE 
OF MIND? 

5.— IN CLOSING, DO I SUMMARIZE WHAT I HAVE SAID IN MY 
SALES-TALK? 

e.—DO I SAVE ONE OR TWO ESPECIALLY STRONG REASONS WHY 
HE SHOULD BUY TO USE IN THE CLOSING APPEAL? 

7.— DO I MAKE IT EASY FOR THE CUSTOMER TO BUY NOW, BY 
HAVING ALL MATERIALS I NEED TO CLOSE HIM AT HAND 
READY FOR HIS USE? 

8.— DO I MAKE IT HARD FOR THE CUSTOMER TO TURN ME DOWN 
BY USING HIS OWN ASSERTIONS IN FAVOR OF MY GOODS? 

Q.—DO I REFUSE TO TAKE **N0" FOR AN ANSWER, AND ASCER- 
TAIN WHY THE CUSTOMER PUTS OFF BUYING— THEN CLOSE 
HIM ON THE SPOT? 

10.— DO I MAKE A SUGGESTION THAT WILL BRING ABOUT AC- 
TION AT THE END OF THE CLOSING APPEAL, SUCH AS HAND- 
ING MY CUSTOMER THE PENCIL HE SHOULD USE TO SIGN 
THE ORDER-BLANK? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



1.STATE BRIEFLY WHAT YOU WOULD DO IF YOU SAW FROM THE 

CUSTOMER'S ATTITUDE THAT HE WOULD SIGN THE ORDER 

BLANK ALREADY BEFORE HIM. 
2.— HOW OFTEN SHOULD YOU TRY TO CLOSE A CUSTOMER DURING 

A SALES-TALK AND DEMONSTRATION? WHEN SHOULD A 

SALESMAN CLOSE A CUSTOMER? 
Z.—HOW WOULD YOU PROCEED TO CAUSE THE CUSTOMER TO BUY 

NOW? 
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LESSON NUMBER SEVEN 
THE SATISFIED CUSTOMER— THE GET-AWAY 



THE PREMATURE GET-AWAY DANGEROUS TO 
THE SALE 

AFTER you have sold a customer, never hurry away 
from him as though you were afraid he was going 
to countermand the order. It is well to avoid 
staying with him too long; but do not let the customer get 
the impression that your only interest in him is in getting 
his order or that you do not trust him. 

The following example will illustrate: A salesman for a 
prominent educational institution enrolled a student, who 
gave him a check on a bank in payment of tuition. No 
sooner was this check in the salesman's possession than he 
hurriedly closed the interview, and made a quick trip to 
the bank to have the check cashed. The salesman, by his 
actions, gave the student the impression that he was afraid 
of the check, and, as a result, lost the confidence of the 
purchaser. 

As a salesman, it is necessary that you give the customer 
a square deal — even if you have his money or his order. 
Regard the matter in the following Ught: *7 must give the 
customer a better deal now that I have his money y or his order, 
than I promised him.^* If you will feel this way about it, 
you wUl be able to make that customer a permanent 
''booster'' for you, and for your Une of goods. 

Do not rush the customer unduly; and do not rush away 
from the customer with undue haste. Take time enough 
to make a gentlemanly and salesmanlike exit. Keep your 
dignity. If you are actually afraid that a customer will 
stop payment on a check, or that he will countermand the 
order, get his mind ofiF the subject of what he has bought, 
and talk on some other interesting subject. 

You can cause him to forget about the order he has just 
placed with you or to feel well satisfied with the transaction. 
Your ambition should be to have the customer sold so well 
that he will be entirely satisfied with his purchase. 

If you thoroughly convince him that he is getting service, 
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quality, and value for his money, and if he will continue 
to think this way, you can get more business from him — 
in case you carry a line that brings repeat orders — and at 
times you can get him to recommend other prospects to 
you, who might be induced to buy your merchandise. 

Leaving the Customer So He Will Boost for You 

You want the customer to be a permanent booster for 
you and your house. You want him to be satisfied with 
the goods you have sold him and the service you have 
rendered hun. Then do not let your interest in the cus- 
tomer cease with the sale. You may want his f utiu^ orders ; 
and, even if your line is such that you cannot do business 
with a customer a second time, you owe it to yourself as 
well as to him to give him a square deal. He has shown 
his faith in you. 

There is no excuse for the highwa3anan who holds up a 
pedestrian; and neither is there an excuse for the salesman 
who deliberately gets the confidence of the customer in 
order to take advantage of him. 

You must have right intentions; but right intentions of 
themselves are not sufficient — ^you must actually deUver 
the satisfaction you promised the customer when you made 
the sale. 

How to do this is no problem for the salennan who is 
sincerely desirous of protecting the interests of the cus^ 
tomer. Such a salesman will stay with the cu<itomer until 
that customer gets what he wants, and to which he is 
entitled. 

When you leave a customer, leave him with a knowledge 
of the good points in your goods. Do not under any con- 
ditions give the customer a line>up of the negative points. 
It is possible for the customer to fail to get the full benefit 
of the goods, even when they have exceptional value, if the 
salesman does not give him the final send-off in the right 
manner — which is a positive manner. 

Suppose, for instance, that a retail clothing salesman^ 
after selling a customer a low-priced suit of clothes, warns 
him not to get it wet, as the colors might run or the goods 
might shrink. The customer will not feel right toward the 
salesman and his employer. He will feel disappointed in 
his purchase and consider that he has been taken advantage 
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of. The salesman should have sold this customer a higher- 
priced suit in the first place. 

Before you leave the customer in the get-away, be sure 
to say something that will make him feel he has made a 
"fifood buyJ' Make him feel as though he has done the 
very thing he ought to have done. Have him understand 
that he has used good judgment and has taken advan- 
tage of a good opportunity by buying from you. 

Visiting with the Customer 

There are two kinds of mistakes that salesmen often 
make: One is to make a run for the door as soon as the 
order is signed; and the other is in not knowing when to 
leave and in ^'hanging around" until the customer has 
time to get over the ii^uence of the sales-talk, the dem- 
onstration, and the good impression the salesman made on 
him. 

The sale must "stick" to be a real sale. Any salesman 
can take an order and the moment he is out of the store 
have the customer write a letter to the salesman's house 
cancelling the order. You want orders that stay with you, 
and on which your earnings will be based. 

You must sell your customer so completely before you 
leave him that he will have implicit confidence that things 
will turn out just as you said they would. This often 
necessitates that you have a short personal talk or visit 
with him, after you have closed the sale. Here again you 
must use good judgment. Some customers object to 
^'visiting" with salesmen. With such men "business is 
business." They do not want to be on close personal 
terms with you; they are satisfied if they get what they 
paid for. Another type of customer wants the salesman 
to give him considerable personal attention and visit with 
him, as well as take his order. 

Thus you will see that the salesman must "strike a happy 
medium" and avoid doing the wrong thing after he closes 
the customer. The salesman wants the customer's future 
business, and he is going to do the thing that he is sure will 
help him get it. 

He is going to "visit" if that helps him, and he is going 
to say "/'m glad to have done biisiness with yoUj Mr. Blank. 
You will certainly like the goods you have chosen; and your 
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selection, I can frankly say, will sell, for I myself covld not 
have made a better selection from my line. Thank you. FU 
see you on my next trip, and will be glad to take your addi^ 
tiomU orders at that time. In the meantime, if we can serve 
you or if you wish to reorder, let u« hear from you by maiV 
Then make the "get-away," and call on the next customer. 
You will readily see that the city customer and big store 
buyer must be handled diflferently in the "get-away" and 
from the "visiting" standpoint, than the country merchant. 
Use good judgment. Observe other salesmen and the 
manner in which they make their "get-away," and you 
will be able to profit by these observations as well as from 
your own observation and experience. It is better to leave 
a bit too soon than to over-stay your welcome. 

Making Sure that the Customer 
Understands the Sale. 

One chief cause of dissatisfaction is leaving the customer 
without a complete understanding of what he ov^ght to get, 
and what-he mil get in the way of quantity, quaUty, prices, 
delivery, payments, service, use of goodis, installation of 
merchandise, etc. 

No scientific salesman fails to make good with the cus- 
tomer on these points. Forewarned in salesmanship 
results in a forearmed get-away. 

When the salesman reviews the points which he may not 
be quite sure are fixed in the customer's mind, or which he 
sees are now in the customer's mind, but which may be 
forgotten because they have not been properly impressed 
upon him, he is going to keep that customer sold. 

The careful handling of customers will give you all the 
information you may need on this subject. You will find 
that complaints occur about definite points: either quality, 
quantity, delivery, prices, or terms. These complaints can 
all he forestalled. 

It is nothing against a man's sales ability if unforeseen 
conditions or complaints arise. These must be expected 
and handled with justice to the customer. But the sales- 
man who gets the same complaints over and over again, 
without making constant endeavor to overcome the causes 
for them, and thereby save himself and his house much 
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time and money, and insure his customer greater satisfac' 
tion, is on the downward grade. 

Check yourself closely on the statements you have made 
to the customer. If you are careful to keep to facts, and 
make yourself clear in the first place, you will have but 
little if any trouble with preventable complaints. 

Remember that the customer can complain and that you 
can continue doing business with him, provided his com- 
plaints are not against your integrity or lack of service. 

If you show the customer that it is your desire to serve 
him, and this you can do if your sales talk is right, and if 
you use good judgment in the get-away, he will be convinced 
that your intentions are all that could be desired; and that 
any complaint that might arise will not be the result of any 
lack of attention and interest on your part, but rather the 
result of conditions and things not under yoiu* direct con- 
trol. 

Putting Down Points to Aid in Future Calls 

Whether or not you are going to make a retiu-n trip, you 
want to leave the right kind of an impression. You want 
your customer to feel glad to have seen you. If a friend of 
yours should drop in on this customer at a future time, you 
would like to have him say, "TTAy, yes; I know Mr. Blank. 
He certainly is a fine fellow , too. Pm glad to meet any friend 
of Blank's." 

Further, should you again call on this customer, you will 
want to remember at least part of what he said in the 
former interview; you will want to use something he has 
said, to help you get entrance into his ^'mental ami feeling 
house" at your futiu-e call. Any particular statement he 
has made, which shows where his interest lies, is a ' 'skeleton 
key" that you can use to unlock his "doors" of interest and 
desire, when you call again. 

Concentrate so you will remember these facts until you 
get outside, when you can jot them down. Do not trust 
your memory on these detaUs. It has quite enough to do 
to take care of your other neceSiBary knowledge. 

Have a note-book in which you can enter these things, 
or, better still, make use of a small card-index in which 
you can enter the appeals that may be profitable on your 
next call. 
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You will want this merchant to give you favorable oe^n- 
sideration on the next trip; the fact that you took the trouble 
to remember the name of his favorite horse, or dog, or 
friend, or hobby, will give him the feeling that you are a 
man after his own heart, and a salesman worthy of his 
orders. 

Here is a method that was used by one salesman: At the 
time of a sale, the customer told the salesman that his 
young daughter was seriously ill. The salesman expressed 
his sympathy, and hoped for her speedy recovery. 

He went further than this, too. When he got to the 
first large town, which was a short distance from the cus- 
tomer's home town, he sent a box of flowers to the little 
girl, and that night he wrote a letter to the father, again 
expressing his solicitous interest. 

In the meantime the little girl fully recovered, and on the 
salesman's next call his first inquiry was as to the health 
of the customer's daughter. The salesman and the cus- 
tomer were now on better terms than ever before, as the 
customer now had perfect confidence that the salesman 
was the right kind of a man — which he always felt, but 
which had never before been so convincingly demonstrated. 

Completing the Sale 

Unfortunately we still have with us a class of "order- 
taker" individuals who call themselves salesmen, and whose 
sole interest lies in getting the order in their order book. 
They never concern themselves as to whether or not the 
goods are ever delivered — ^let alone consider the satisfaction 
of the customer. 

There are four important parts to every sale. First — 
You must make the sale. Second — Your house must 
deliver the goods. Third — You must have a satisfied 
customer. If these three elements are rightly handled, 
the last element follows of itself in most cases — the bill is 
paid. 

But, even after the bill is paid, it is necessary that the 
customer be satisfied. Even if a customer has no legal 
hold on you or your house, he is entitled, from a moral 
standpoint, at least, to get his money's worth. 

You will want to feel that you can get your customer's 
future orders. You cannot do this unless you handle him 
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in a businesslike manner. He must be told the truth at 
the time he is sold. Nothing must be misrepresented. 

It is a short-lighted policy for a salesman to stretch 
points about his merchandise, for the customer will find 
out, through actual use of the goods, whether or not they 
are what they have been represented to be. 

You make the customer a permanent friend and cus- 
tomer only by treating him as you would yourself be treated, 
if you were in his place. 

Business is built on confidence, and if you fail the cus- 
tomer on the first sale, he is placed in a frame of mind 
where it is seldom that he will give you a second trial. 
You must satisfy the customer if you want his friendship 
and business. 

Salesmanship is doing business at a profit, to the mutual 
benefit of buyer and seller. You are not the right 
kind of a salesman unless you protect your customer's 
interests as well as your own. There is plenty of legitimate 
business to be had without selling a customer who does 
not actually have use for your goods. 

At the same time, it is much more profitable to be 
honorable in business than it is to be so dishonorable as to 
take undue advantage of your customers. Get the cus- 
tomer as a business friend. Be a friend yourself. Then 
you will be giving him the kind of treatment he wants, 
should have, and mtist have if you are to retain his respect, 
friendship, and confidence. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
^ EFFICIENCY TESTS 



l.-^AFTBR MAKING THE SALE, DO I THANK THE CUSTOMER, 
AND GET AWAY WITHOUT INFRINGING ON HIS TIMET 

2.— DO I VISIT BRIEFLY WITH A CUSTOMER WHO WANTS TO VIS- 
IT? 

3.— DO I ENDEAVOR TO CUT MY INTERVIEWS AS SHORT AS AD- 
VISABLE, SO I WILL BE WELCOME ON A RETURN CALLt 

A.—DO I LEAVE THE CUSTOMER IN THAT SATISFIED STATE OF 
• MIND THAT MAKES HIM A PERMANENT ADJUNCT TO MY 
FIRM AND A BOOSTER? 

5.— DO I MAKE SURE THE CUSTOMER UNDERSTANDS THE TERMS, 
PRICES, DELIVERY, QUALITY, AND THE DESIRABILITY OF 
DEALING WITH MY HOUSE? 

^.—DO I TELL THE CUSTOMER THE TRUTH, SO I CAN COME BACK 
AND GREET HIM AS I WOULD A FRIEND? 

7,— DO I MAKE NOTES OF THINGS THE CUSTOMER DOES OR SAYS 
THAT WILL AID ME IN GETTING FUTURE INTERVIEWS AND 
BUSINESS? 

8.— DO I REALIZE THAT NO SALE IS COMPLETE UNTIL THE CUS- 
TOMER IS SATISFIED? 

d.—DO I SEE THAT THE COMPLETED SALE CONSISTS OF THE SALE 
ITSELF, THE DELIVERY OF THE GOODS AS PROMISED AND IN 
GOOD CONDITION, THE COMPLETE SATISFACTION OF THE CUS- 
TOMER WITH GOODS AND SERVICE, AND THE PAYMENT OF 
THE BILL BY THE CUSTOMER AT THE TIME INDICATED WHEN 
i iSOLD HiMt 

10.— DO I MAKE MY GET-AWAYS WITHOUT INJURING MY STANDING 
WITH THE CUSTOMER, WHETHER I HAVE SOLD HIM OR NOT? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



L—OUTLINE BRIEFLY YOUR IDEA OF A GOOD GET-AWAY, 

2.'-GIVE AN INSTANCE WHERE A POOR GET-AWAY HAS INJURED 
FUTURE BUSINESS. 

Z.—OIVE AN INSTANCE WHERE A GOOD GET-AWAY HAS MADE 
FUTURE SALES EASIER. 
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LESSON NUMBER EIGHT 

Self-Checking Your Salesmanship 



A practical standard for judging sales 

IN the pre-approach we have mentioned the need for 
standardizing your sales-talk and demonstration. When 
you get a standard^ however^ get one that you can use 
in practical work. 

The ten points used in judging a sale herewith outlined 
can be used to check yourself, or for the purpose of checking 
another salesman, in order that you may benefit by his 
demonstration; and thus gradually work out a sales stand- 
ard to follow in getting the business. You can work out 
a standard through the use of these ten points which 
will enable you to ascertain wherein your talk is weak and 
wherein it is strong. 

You can also observe the methods of other salesmen, and 
get points that will be valuable to you. You must develop 
yourself from every possible source, and by using these ten 
checking points, each sale you make, or see made, will add 
to your own ability. 

There is no sales-talk that is so strong that certain parts 
of it cannot be made better. There is no sales-talk so 
weak that it may not be made strong; strong enough to get 
the business as it should. It is sometimes better to en- 
tirely revise the sales-talk than to gradually improve it. 

Enow your goods well; write out a list of the standard 
objections and then write out the answers to them. The 
whole sales-talk can be written out, learned logically, and 
then used, being gradually improved as new ideas come to 
you, and as new objections force a change in the accepted 
method. 

Never get set in your wajrs. Change. Keep changing. 
But never change unless there is a reason for doing so. 

Salesmanship is the science of getting business. No 
matter what land of a salesman you hear making a sale 
you can profit through his talk. If you are alert, you will 
keep your eyes and ears open for ideas that will help you 
sell your goods. 
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One of the most important things in your daily work is 
your ability to overcome new objections. You can over- 
come these new objections by having a large supply of 
ideas from which to draw. 

You will be able to draw from an almost inexhaitstible 
storehouse of ideas if you add to your Salesmanship train- 
ing a thorough knowledge of your goods and the policy of 
your house, the study of human naturei points gained from 
actual experience, and by jotting down points gained from 
observation and daily reading. 

Your Preparation for Making Sales 

From what we have previously told you, you will be able 
to check yoiu^elf on the analysis of the goods, on your 
knowledge of the customer, on the pre^pproach or invests 
gation, on your knowledge of the territory in which you 
work, and on yoiur ability to get and close the interview. 

After you hiEtve made or lost a sale, analyze it with the 
points we have given you in mind. By so doing you will 
increase your abUity to get facts before calling on a customer, 
which will help to standardize your genentl information. 
It will show you how to make better use of the specific 
information you get that helps in planning the sale. 

You must be prepared when you call on a customer. 
This preparation may consist in large part of a thorough 
training and practical experience instead of a definite sales- 
plan, but you will find that a sales-plan will help you make 
more sales, regardless of how much training and ability 
you may have in selling. 

The Development of Your Personality 

When you approach a customer, and during the inter- 
view, you mtAst be calm and natural, making ffie customer 
feel at ease. You should be energetic and positive, how- 
ever, driving the points you make into the customer's 
memory. Always be respectful and courteous; neither 
catering to the customer, nor talking down to him. You 
mil carry conviction ihat will compel action if you are earnest, 
and say what you have to say aridjio what you have to do in a 
forceful manner. 

Keep your self-control at all times. Your mind must 
command your body. Take care that your voice is neither 
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too high nor too low. Talk lower than the customer if he 
pitches his voice too high. Raise your voice if his is too 
low. 

His tendency will be to approach your pitch of voice. 
As a rule, however, talk slightly lower than the customer. 
Talk gydetly and confidently , as though you expected him to 
believe what you are saying. Put expression into your 
words. Avoid monotony. 

The Use of Buying-Appeals in Business 

Consider the importance of the customer's needs and 
wants. Talk always from his angle. In your approach 
suggest that he will be benefited. Be specific if possible. 
Describe your goods and their benefit to the customer in 
getting understanding. Prove the benefit of your goods by 
reasoning, demonstration, experience of the customer and of 
other customers, and indtice the customer to admit that you 
have proved what you said you would prove in the ap- 
proach. 

Answer his objections. Then impress the customer with 
the superior value of your goods and the service you can 
render him. Give him suggestions that will force him 
toward the completed sale, and reasons why so he will have 
the confidence to buy, and a desire to buy now. 

Knowing Your Customer's Characteristics 

It is necessary that you get into harmony with the 
customer's mental attitude. Adapt yourself to him at the 
beginning of the sale, that you may induce him to adapt 
himself to you at the time of closing. See whether he is 
quick or slow in thinking. See whether he is aggressive or 
conservative in action. 

Know whether he is a practical or a theoretical thinker. 
Build on Ids knowledge, opinions, prejudices, ideals, and 
beliefs. Consider whether he is optimistic or pessimistic] 
whether emotional or unresponsive. Is he a man of deter" 
mined or undecided will? 

In considering his physical nature, you will want to 
know whether he is a^ctive or inactive; indulgent or exacting. 
Watch for signs of quality and texture. Find out if he is 
refined or unrefined. The experience he has had, his previous 
training or education, his environment, and his present 
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health and mental condition — ^all influence the sale, 
positively or negatively. 

Consider his preserd mood. Was it in favor of you, or 
against you; and did you overcome it if against you? 

How to Insure that Your Sales-Talk Will Win 

Your explanation should be dear and should contnnce the 
customer that you know what you are talking about. You 
should arrange your selling points in natursJ, logical, and 
forceful order. 

Make your general description short, touching on the 
important points, and explaining any minor points either 
at this time, or later when you induce the customer to ask 
questions. 

Use common language to explain and describe your goods. 
Tell the story about your goods so the customer can under- 
stand you, and will like what you are telling him. Use 
technical language only when talking to a technical man, 
and if you must use technical words to explain your mer- 
chandise to a man not technically trained, explain what 
they mean in common language as you go along. 

Draw illustrations from the prospect's environment, or 
from conditions or environments familiar to him. File one 
point on top of another, so you will be sure to convince 
him. 

Adapt your proposition to his needs and the conditions 
he meets in hiis daily work and life. Tell him what he 
should expect in purchasing goods in general, then show 
how your goods meet this standard. 

Talk to sell. Support your points by fads^ proofs 
reason^ demonstration. When you make an especially good 
point, get the customer to see it and admit that it is strong. 
And be sure that you give the customer an opportunity to 
place his order when he has come to a decision, or help him 
reach this decision. 

Getting There Through an Effective Demonstration 

You can make a successful demonstration in support of 
the points you claim for your goods if you use the t^timony 
of others to sustain your statements. 

Then demonstrate the value and use of the merchandise 
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itself. Display it to the customer, and point oiU its good 
qualities. 

Have the customer examine it with you. Test it in 
front of the customer, or teach him how to use it. ^ The 
important thing is to demonstrate your merchandise in 
such a way that the customer will see and appreciate its 
true value. 

If you can teach him how to run it, as a piece of machin- 
eiy, or have a test run, while you or someone familiar with 
the article demonstrates it, you can more easily convince 
him that he should buy. 

Answering and Handling Objections 

You must meet each sincere and important objection of 
the ciistomer in a positive maxiner, or set it aside to be 
answered by yomr explanation or demonstration. 

No salesman can keep the friendship and consideration 
of a customer without using tact and good judgment. If 
you do not resist the customer, but seem to go with him, 
he will soon tire of opposing you. He has nothing to oppose 
if no force contends against him, and he wiU drop his 
resisting attitude and Listen to reason and suggestion. 

As far as possible, anticipate objections and answer them 
before they are made. If a customer makes an insincere 
objection, wave it courteously aside and keep on the main 
track of your sales-talk. 

When you have answered the important objections — 
objections that really stand between you and the sale — 
you can simi up the merits of the sale and close with the 
customer. 

Getting the Price You Ask for Your Goods 

One of the greatest faults that any salesman can have is 
to lack the ability to get the quoted price. The salesman 
who has mastered this Course and who therefore is eflS- 
cient, can sell his goods at the prices quoted by his house, 
on the terms it may name, and under conditions that 
will add to the reputation of his house and himself. 

Keep the customer stimulated, so he will want your goods. 
Make him appreciate them because you can tie them to his 
needb. When he is carrying a good stock, admit it; and 
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show him how your line will help him reach stiU greater 
success and profits. 

Talk of your goods with a respectful and strong tone that 
makes the customer feel the price is higher than it really 
is. Then when you mention the price at the proper time, 
he will feel that he is getting a bargain. 

It is usually quite as much to the advantage of the 
customer to pay the price you ask as it is to yourself and 
yomr firm to get it. Show the customer how this is and 
can be true. 

Be eager to show your goods; but do not appear over- 
anxious about the order. Prove that your price is right, if 
need be — by cost of raw materials, labor cost, selling 
expenses, etc. Speak in general terms, however, as the 
customer is not entitled to know your business secrets. 

If you allow a customer to put his own price on your 
goods, he is almost certain to gain possession at a loss' to 
you and your firm. Do not allow the customer to set your 
prices and as a result you can sell your goods at the price 
you quote. 

Closing the Customer by Frequent Right Appeals 

As soon as the customer appears ready to close, get out 
your order book, and close him; or, have your order book 
ready, and hand him the pencil of pen he is to use in signing 
it. If you use a straight penholder and not a fountain 
pen, it might be well to dip it in the ink, and hand it to him 
so his hand will be near the "dotted line"— on which he 
is to sign. 

Your sales-talk should proceed on this line: Try to close 
after interested-attention. Try to close after he has reached 
a decision. As a matter of fact, you will not have much 
chance to sell a customer immediately after you have ap- 
proached him, but this will depend on the line you are 
selling, his knowledge of it, etc. But it might be that your 
chances are fifteen in a hundred. 

After the explanation your chances might be twenty-five 
in a hundred. After the demonstration they increase to 
fifty in a hundred. And, once his objections are set at 
rest, you have a one hundred per cent chance to close him 
on the spot. 

This does not mean that you will actually close him. 
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You will not close all the customers on whom you call; 
but you will have technically sold him if you hold the inter- 
est of the customer all the way through the sales-talk. 

Few customers will listen to a salesman all the way 
through a sales-talk and demonstration unless the salesman 
gets their interested-attention, and holds it. 

You ought to know just what points will make the appeal 
on which you can close. You may have several such "stop- 
ping places'' in your sales-talk. When you reach one of 
them, try to get the customer to sign. Do it tactfully. 
Do it logically. Do it considerately. 

Try to get the order signed whenever it appears to you 
that the logical time for action has come. If the customer 
understands your proposition and is enthrmastic over your 
merchandise, the time to sign has come — even when this 
enthusiasm is under his control, and you only get indica- 
tions of it. 

Get the customer to agree with you on ever3rthing you 
can. Put your questions to him so he mil agree with you. 
Make statements with which he can and will agree. Then, 
this ^'agreeing habiV* will tend to injlaence the sale itself. 
He will unconsciously be pushed over the line of indecision 
because of his having agreed with you from time to time. 

If a good time has come to close, close. ^ Do not wait for 
a better time, unless you are sure it is coming. Something 
might happen to interrupt the sale — ^a "fire engine might 
go by or an aeroplane might be sighted." 

Airange your sales-talk and demonstration so you can 
bring a customer to a point where he will be ready to closer 
There should be at least (kree "switches'' on which you can 
"side-track" him and "make him yours," but these 
"switches" should connect with the main line, and you 
should get him right back on the main line if he does not 
accept yoiur suggestions. 

Then there is the "main terminal," where the sales-talk 
ends, and where you bring aU your resources to bear upon 
closing him. The previous attempts to close him weakened 
his resistance. He has been attacked three times. The 
fourth time you press him so hard his resistance collapses. 

Make the buyer commit himself as often as possible. Few 
customers will back out of buying once they agree they 
ought to buy. Your goods are all you say they are, you 
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prove your points as you make them, and you demonstrate 
the goods and show how they fit the customer's needs. 
Use anything and everything to make the customer definitely 
and direcUy admit he can make use of your goods, that 
they will profii him, that they are of good value, and that 
he wants them personally. 

Then give the customer definite alternatives to follow — 
Either to buy for cash or on credit or payments, or to 
decide on a quantity purchase you will suggest, or on a 
smaller purchase suggested by you but which smaller 
purchase really represents a large order. He will uncon- 
sciously stop deliberating about the goods and whether 
he will place an order or not, and wiU begin to think of 
which plan he will take or the size of the order he will 
place. 

Inquire as to how and when he wants the goods shipped 
— whether by freight or express; oyer which railroad or 
by which express company. Be making active use of your 
pen or pencil and — make it easy for him to buy NOW. 

Then induce him to take the plan you know he can take, 
but preferably the one that is most advantageous to you. 
Give the customer an extra push, so he will make a decision. 
Commanding suggestions often help the buyer over the 
line and induce him to sign, but they must be used care- 
fully, and not with all types of customers. 

The Value of Well-Defined Sales Tactics Set Forth. 

During the interview, the salesman either m/isters the 
customer or permits the customer to master him. If the 
salesman is the master-controlling mind, he turns unfavor- 
able conditions into positive sales-making appeals. 

He draws the customer out with leading questions, 
thereby inducing him to talk. He gets the customer to 
admit facts and answer questions and then breaks down the 
customer's opposition. 

The salesman should show himself independent of the 
customer. If the customer gets the impression he is 
doing you a favor, he will possibly treat you in an unsatis- 
factory way, even if he does give you an order — which 
will be seldom. 

Be independent, but he obliging. Discourteous treat- 
ment should not daunt you, for in spite of the customer's 
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attitudei if you make the sale, you can afford to be liberal 
with him. He will see his mistake in time and possibly 
treat you just as finely on the next call as he did poorly on 
the first. Always be discreet and get the customer's busi- 
ness. 

When the customer shows he has lost interest, and is 
not keeping his mind entirely on the sale, make an unusital 
move or a strong appeal and draw him back to your line 
of thought. Hold the prospect's interest through figures, 
drawings, models, samples, etc. 

Each statement the salesman makes mitst be considered. 
The customer should get the full effect of everything you 
say. You should watch him closely to find out if you 
have made the right appeal. Keep the buyer in a slightly 
anxious state about what you are going to say. Say unex- 
pected things at times, or do things in unexpected but not 
freakish ways. 

Get the customer to demonstrate the goods to himself 
to convince him of their value, simplicity, etc., whenever 
by so doing it is possible to better hold his interest and 
arouse his desire. Give the customer something to hold 
or do, so he will not become tired. Get him interested in 
selling himself. 

Ask your questions in such a way that the customer 
will answer them exactly as you want him to. Then use 
the answers he gives to break down his opposition to your- 
self, your house, your goods, your service and your prices. 

When the customer gets on a dangerous topic — ^and by 
this we mean a topic that will endanger the sale — ^you can 
sometimes turn his attention from thia topic if you knock 
something over or search in your pockets or sample-case 
for something, or do anything that will get the customer's 
attention away from the undesirable objection, or undesir- 
able line of thought. 

Some salesmen go so far as to apparently give up the 
sale, pack up their samples, and start for the door, or make 
it appear as though they were convinced they could not 
sell the customer. Then the customer immediately relaxes 
his vigilance, and the salesman, seeing this, comes back with 
an extra strong appeal or reason why the customer should 
buy, and gets the order on the spot. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 



l,--WA8 MY PREPARATION FOR THE SALE COMPLETE, NO ES- 
SENTIAL POINT BEING OMITTED? 

2.^WAS MY PERSONALITY STRONG, POSITIVE, AND PLEASING? 

Z,-'DID I MAKE DIRECT APPEALS TO WHAT I KNEW WAS THE 
BUYER'S INTERESTS, RATHER THAN USE A HIT-AND-MISS 
PLAN? 

4.--DID I UTILIZE MY KNOWLEDGE OP HUMAN NATURE, AND 
ADAPT MY SELLING TALK TO HIS TYPE AND TEMPERAMENT? 

b.'-DID I MAKE A NATURAL, WGICAL, REASONABLE, EFFECTIVE 
SALES-TALK? 

9,-^DID I DEMONSTRATE THE GOODS TO THE SATISFACTION OF 
THE CUSTOMER? 

7— DJD J ANTICIPATE HIS OBJECTIONS, AND TURN EACH OBJEC- 
TION INTO A SELUNG POINT? 

S.—DID I MAINTAIN THE PRICES AND TERMS ESTABLISHED BY 
THE HOUSE? 

^.—DID I USE SKILL IN CLOSING, AND TAKE ADVANTAGE OF EV- 
ERY OPENING THE CUSTOMER GAVE MB DURING THE SALE? 

10— DI2> I REAUZB THAT THE PURPOSE OF MY VISIT WAS TO 
CLOSE THE CUSTOMER, AND DID I USB ALL LEGITIMATE 
TACTICS TO SELL HIM? 



EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 



l.-^REVIEW A SALE, EITHER REAL OR IMAGINARY, AND POINT 
OUT THE STRONG FEATURES. 

2.~-ILLU8TRATE THE USE OF FREQUENT CLOSING APPEALS IN 
ENDEAVORING TO CLOSE WITH A CUSTOMER, 

Zl—HEAR ANOTHER SALESMAN GIVE HIS SALES-TALK AND TELL 
WHY, IN YOUR OPINION, HE MADE OR LOST THE SALS. 



Digitized by 



Google 



Digitized by 



Google 



Digitized by 



Google 



Digitized by 



Google 



J 



Digitized by 



Google 



This book should be returned to 
the Library on or before the last date 
stamped below. 

A fine of five cents a day is incurred 
by retaining it beyond the specified 
time. 

Please return promptly. 



m\^! 



m\^'^'^ 






mv ^5 ' V 



^^^>. 












I 






-' ,> 












" ^"■;! i»'--^'-''"^v A- a"^^^''^ - - ':% • 









-c;o-fe:.:^/-c':b'':i 









" ''■"^V■0;:•^:^;^■.:■ t • 















\n 






